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Rough Proofs 


Timely sports note: Right after 
in the Wrigley tower 
tarted working again, the Cubs 

three. straight to the Boston 
raves and dropped back into the 


tenderly asks Philip 
ris, “have you ever suffered 


would they do with a returning 
major who had been a file clerk? 


President Roosevelt has revived 
Murad’s “Be nonchalant” slogan, 
sidelined 
twelve years, maybe just to prove 
that putting it on the shelf was 


The Hat Style Council has be- 
come. theiblaf, Research Founda- 
tion}. but’ from the architectural 
standfpint they might consider 
putting® more emphasis on attract- 


reports Life, 
presidents, generals 
judges, and so far as has been re- 
corded in the official archives, not 
a single one of these distinguished 
subjects has tried to shoot back. 


During 1943,. says the National 
Association of Better Business Bu- 


license#in the scanning division. 


the Times a typewriter statesman, 


for 


and 


now displaying this three-dimension 

display, developed and printed through 

the Cleveland office of Strobridge 
Litho. Co. 


Pabst ‘Entirely 
Satisfied’ with 
Contest Results 


Despite Criticisms. 
Brewer Is ‘Sold’ on 
$100,000 Competition 


BY JOHN B. MILLER 


Chicago, July 20.—The answer 
would be “Yes,” company officials 
said this week, if they were con- 
sidering doing it over again—run- 
ning the $50,000 Pabst Postwar 


this time under 


supervision. Though it has paid 


ployment problem, Pabst Brewing. 


The nationwide contest, which 
created its share of headaches and 


Auto Makers’ ‘No’ 
fo WPB Not Taken 
at Face Value 


Rapid Reconversion 
Expected Despite 


version, but in substance the story 
seems to boil down to “Would 
Macy tell Gimbel?”’ 

For one thing, top officials here 
are taking publicized protests 
about “the war must come first” 
with a grain of salt, for it is com- 
mon talk in Washington that De- 
troit’s more _ secret laboratories 
contain many interesting projec- 
tions for the future automobile. 
At the widely heralded automo- 
bile industry meeting, at which the 
industry was booked to approve 
the first steps toward rcconversion, 
each firm, with no ~. exception, 
brushed aside all government 
offerings, with the assertion that 
they were too busy on war work 
to do anything on postwar cars. 


Still Expect New Models 


First reaction was that industry 
coolness reflected determination to 
resume production with 1942 
models, but the impression devel- 
oped this week that Detroit has 
something else up its sleeve and 
its naturally suspicious automobile 


some extent in the official press 


prepare the vast auto industry for 
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Now Supplies Service and Parts For (@ 
GENERAL ELECTRIC HOME APPLIANCES Fy 
2 : 


ture. You'll find that expert service at the newly established, lectory-operated 


APPLIANCE SERVICE—This local 
newspaper advertisement was used by 
General Electric Co. to announce the 
opening of its new appliance service 
center in Long Island City, N. Y., one 
of several factory operated appliance 
service stations recently set up by G-E. 


(Continued on Page 61) 


Ayer Now Signs 
Ads of Eleven 


N. W. Ayer & Son signature now 
used only when it is requested by 


(Continued on Page 59) 


GE Denies Plans 


fo Eliminate Its 
Distributor Setup 


Service Center Idea 
Is to Aid Dealers, 


from throat irritation due _ to Ty}. a 4.91 ‘ 
smoking?” Sei "War First’ Cries STILLWELL 4-3101 3 Company Insists 
Perhaps, but not nearly as much mo ) Wax. ge 21-25 44" AVE, LONG ISLAND CITY | 
s; from having to answer ques- ee a — | New York, July 20,—The open- 
ions about cigaret smoking. B.F.Goodrich BY STANLEY E. COHEN net uk naw Tip operated: “ae 
Silvertown — Washington, July 20.—WPB offi- | if t > 
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Lt. Col. Boyd Bullard has re- bad 3 Veans: CALA SACS RINSE | per ti svg oe Be agape eral Electric Company does not in 
tt. . omo in s -E distri 
turned to G-E as manager of ap- ‘ , : action here last weekend in ra Fy diaries ae ee 
pliance and merchandise promo- | SYNTHETIC—With synthetics tag ing a cold shoulder to the govern- | eye ae plans to substitute factory 
tion and advertising, but what| more promotion, Goodrich dealers are | ont. offer of assistance in recon- ce ee ee aes peas ins toe aieteiaes aa 


— told ADVERTISING AGE to- 
ay. 

“These service centers,” he said, 
“are precisely what the name 
implies. They are set up as local 
service stations to give all possible 
help to distributors and do not 
function as factory branches ex- 
cept in instances where there are 
no local distributors. 

“Our expansion of this type of 
service is based on our experience 
with three similar service centers 
which were in operation before 
the war in Atlanta, Boston and 
San Francisco. They proved of 
great value to distributors and 
dealers. 

“Not all of these service centers 
are yet equipped to handle our 
full line, as in the case of Port- 
land, Me., for instance, which 
handles only heating equipment, 
and Erie, Pa., which is equipped 
to serve only refrigeration and 
kitchen cabinet needs.” 


16 Centers in Operation 
The newest of the G-E service 


reaus, these organizations “read f : te : . 

arties.. | Emp! ¢ Award test. manufacturers are unwilling to - centers, just opened in Long 

IO 1,899,167 advertise 5 porn the Golapaiay ia going 7 their "oo al ied of Its Clients Island City, N. Y., offers home 
mrs . ey 43 F ’s own chagrin a e in- ; : service for refrigerators, ranges, 
There may be some poetic | over part of the — oo yee, dustry position was revealed to| Philadelphia, July 20—A small| water heaters, washers, ironers, 


dishwashers, disposalls and elec- 


vee, . : release in which the government|appears on copy for 11 of the|tric sinks. Service at the center 

17 winners for the lans on how , : : ; ‘ ‘ 
Thé SEP calls Arthur Krock of | to adits Amasica’s serves em-| ‘00k pains to put itself on record | agency’s clients, ADVERTISING AGE/covers irons, mixers, roasters, 
in favor of immediate efforts to| learned today. The signature is| coffee makers, toasters, percola- 


tors, clocks, fans, etc. 


and when he ran that “tax, spend | Compan is now  cullin the : s : ‘ ee 

and elect” story some of the entries of 35,750 noe-Winaaes for|tapid reconversion. WPB_ Vice-/|the client, the agency says. Local newspaper advertising, 
statesmen didn’t have to be told|other economic ideas that may | Chairman Charles E. Wilson, con-| Ayer pioneered in signing 1ts|which is used to announce the 
they’d been hit with a typewriter. | click. ’ sistently an opponent of the siaratll laa work in much the same|opening of a center, carries this 


statement: “If your General Elec- 
tric dealer cannot repair small 


appliances, the appliance service 
center will do this for you or sup- 
ply the necessary parts.” 

Other cities in which G-E has 
opened appliance service centers 
are Albany, Bridgeport, Chicago, 
Cleveland, Cincinnati, Detroit, Los 
Angeles, Newark, Philadelphia, St. 
Louis, Tampa and Toledo. 


Chairs and Air 
Rule R.R. Riders’ 
Postwar Hoping 


New York, July 18. — Women 
consider individual reclining seats 
as most desirable in the postwar 
coach train, while men feel air- 
conditioning is the most important 
factor in travel comfort, accerding 


"Noch Brown, now a lieutenant 
colonel with AMG in Italy, has 
probably found use for both his 
newspaper and football experience 
on that job. 


surprises, attracted a record num- 
ber of entrants. Despite criticism 
from a small minority of dis- 
gruntled entrants, Pabst is “en- 
tirely satisfied” with the results, 
Edwin L. Morris, vice-president in 
charge of advertising, told ADVER- 
TISING AGE. 


Cites Benefits 


“We can’t help but feel that it 
aroused constructive effort,’ he 
said; “that it stimulated serious 
thinking about what probably will 
be our biggest postwar problem; 
and that it resulted in a public 

(Continued on Page 58) 


Last Minute News Flashes 
Taylor Heads McCann-Erickson Minneapolis Office 


Minneapolis, July 21.—Jackson Taylor, a vice-president and direc- 
tor of McCann-Erickson, who has been in the agency’s New York office 
for 18 years, most recently in charge of national research, has bee.. 
appointed manager of the agency’s Minneapolis office. 


Ken Laird Joins Dancer-Fitzgerald-Sample 

Chicago, July 21.—Kenneth Laird, for the past year director of sales 
and advertising of Nutrition Research Laboratories, Chicago, has joined 
the Chicago office of Dancer-Fitzgerald-Sample, where he will head 
development work on certain drug products. He was formerly man- 
ager of the merchandising department of Young & Rubicam, Chicago, 
and previously was vice-president of Weco Products Company. 


Emerson to Promote ‘Preference Delivery Quota’ 
New York, July 21.—Emerson Radio & Phonograph Corporation will 
promote a “preference delivery quota” plan for consumers in news- 


y a. 


Albany, says the Times-Union, 

been a center of trade and 
vel since the Revolution, but it 
esn’t say that 1944 political de- 
opments have made it a still 
iter travel center. 


, 2 


\mericans in England seem to 

e celebrated the Fourth of July 
ier mildly for fear of offending 
their hosts, but chances are the 
Br tish are just as grateful now 
George Washington and 
mas Jefferson as we are. 
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arl Browder, head of the Com- 
ust Political Association, may 
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Other Magazines 
Endangered by 


‘Esquire’ Ruling 


Court Upholds P.O. 
in Withdrawal of 
Second Class Rights 


Washington, D. C., July 20.— 
Armed with a resounding vote of 
approval from District Court Jus- 
tice T. Whitfield Davidson, govern- 
ment attorneys are _ confidently 
awaiting Esquire Magazine’s prom- 
ised appeal to the court of appeals, 
in its effort to overthrow a decision 
of Postmaster General Frank C. 
Walker, depriving it of second class 
mailing privileges. 

The district court ruling, handed 
down here last Saturday, not only 
upheld Walker’s right to determine 
which publications shall be granted 


}the special mailing rates, but in an 
‘opinion highly colored by the 
court’s belief that many types of 
modern publications contribute to 
juvenile delinquency also sug- 
gested by inference that the post- 
office should invoke sanctions 
against a number of other publica- 
tions. 

Ruling that Mr. Walker was not 
arbitrary, capricious or unlawful 
in deciding that Esquire admit- 
tedly devoted to “smoking room 
type of humor,” does not come 
within the types of publications 
which Congress intended to assist 
with low postage rates, Justice 
Davidson continued, “It further 
appeared that Esquire has many 
imitators and that there is now a 
vast volume of this type of mail.” 

“In connection with this volume 
of printed matter,” the Court as- 
serted, “he probably had in mind 
that some newspapers of the high- 
est type were being limited in print 
paper to the degree that they asked 
their readers to share the paper 
with others.” 


Notes Paper Shortage 


The court also supplied by in- 
ference its idea of the only remedy 
Esquire could expect — Congres- 


sional action clarifying standards 
to be applied in granting second 
class privileges, but it made amply 
clear that it had no quarrel with 
Mr. Walker’s concept of existing 
standards. 

From the start, the court ex- 
pounded that the conclusion of the 
head of an executive department 
upon a matter of fact within his 
jurisdiction must not be disturbed 


by the courts “unless clearly 
wrong.” 
Justice Davidson had little 


trouble deciding that the Post- 
master General is charged by Con- 
gress with a responsibility of 
classifying the mail. He also held 
that 
mail, Mr. Walker is expected to 
do more than “examine the bundle 
or the wrapper.” And that Section 
12 of the Postal Laws authorizes 
him to examine the contents of 
printed matter. 


Action Not Capricious 

Wording of Section 12 which 
justified the court’s ruling states 
that “matter of the second class 
may be examined at the office of 
mailing, and if found to contain 
matter which is subject to a higher 
rate of postage, such matter shall 


metals and the metal 


abroad. 


How, 
engineer and production man 


ments in his particular field? 


gineers, this material 


at right. 


This exclusive new editorial 


coverage of new products, new catalogs and 
engineering lectures of interest to the metal / 
industry, provides an ideal setting for adver- 


tising. 


With its 3-column, tabloid format, The Metals 


REVIEW 
1/9th and 2/9th advertising 


to editorial material directed 


branches of the metal industry you sell. Let 
us give you complete information now. 


ACH month, hundreds of articles on 


in the magazines of this country and 
In the light metals field alone, for ex- 
‘ample, nearly 100 articles provided a wide 
variety of information during the past mortth. 


then, can the busy metals executive, 


this output? How can he select those articles 
he must read to keep up with essential develop- 


The answer is The Metals REVIEW. Each 15th 
of the month, this magazine delivers a com- 
plete, but brief, digest of all new articles pub- 
lished everywhere during the past calendar 
month. Concise, reliably condensed by en- 
is indexed under 28 
subject headings for easy reference, as shown 
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The September Metals REVIEW will go to the 


Metal Congress and War Conference Displays 
with complete techincal programs and exhibitors. 
Certain ideal locations are available now — write 
or wire collect for complete information. 
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in classifying second class | 


| be charged with postage at the rate 
|to which the enclosed matter is 
| subject.” 
| Crux of the decision was the 
| court’s finding that Mr. Walker’s 
classification of Esquire was not 
|arbitrary or capricious. To reach 
|this conclusion, the court resorted 
|to a somewhat literary evaluation 
|of what Congress might have had 
in mind when it set up the stand- 
ards for second class mail. 
Seeking an answer to the ques- 
tion, “‘What was the character of 
the literature which was to receive 
the benefit of this special treat- 
ment,” the court pointed out that 
in 1879 when the law was writ- 
ten, the nation “‘was in the shadow 
of Jefferson, and under the then 
living influence of men like Lin- 
coln, Lee, and William McGuffey.” 
“These men of ’79 who sat in the 
halls of Congress were boys in 
the fifty’s,” the court commented. 
“They may have listened to Wil- 
liam McGuffey, filling the chair of 
moral philosophy in the University 
of Virginia. 


McGuffey Gets Praise 


“If their training only extended 
to the common school, they found 
there the series of readers by Wil- 
liam McGuffey—first, second, third, 
fourth, fifth and sixth readers. The 
first was but a primer for a boy of 
tender years, but the fifth and 
sixth embraced the most beautiful 
classics.” 

Continuing with further eulogies 
for McGuffey’s influence on the 
|ethics and morals of the Congress- 
men of 1879, the court concluded 
that the Postmaster General there- 
fore was not unwarranted in 
reaching the conclusion that the 
literature referred to “was litera- 
ture of desirable type of an edu- 
/cational value.” 
| Injecting its own observation on | 
'modern moral and ethical stand- | 
|ards, the court added, “An appal- | 
ling thing daily witnessed in our | 
|courts is the long string of juvenile | 
|delinquents, one who has stolen 
an automobile, another a sex per- 
vert, while another is a bank rob- 
ber or at least a pilferer of some| 
one’s mail. 


Suggests Solution 


“It is more appalling to find that 
these young men in the main are 
devoid of any sense of shame. In 
their mind they have no code of 
morals that they are ashamed to 
break. 

“There are many contributing 
causes to the delinquency of youth, | 
but may not the Postmaster Gen- | 
eral have reasonably had in mind | 
that of literature as one? 

“Tf the Postmaster General deals 
with an individual case without 
classifying it in a group, his act 
becomes capricious and arbitrary, 
and is subject to the review by the 
courts; moreover, he is no doubt 
subject to the will of the Presi- 
dent,” Justice Davidson observed. 
“Finally, if his course becomes too 
general, Congress can rewrite the 
act that he has failed to interpret | 
in keeping with prevailing stand- 
ards and conceptions if he has so 
misinterpreted it.” 


Blue Names Samish in 


New Operations Policy 


First step by the Blue Network 
in its new personnel policy of 
naming staff executives who are 
|already well known in show busi- 
|ness is the appointment of Adrian 
|Samish to the newly created post 
of national production manager. 

Coming to the Blue from a posi- 
tion as director of the “March of 
Time” radio program, Mr. Samish 
has had 20 years experience in the 
production of stage, motion pic- 
ture and radio shows. At Young 
& Rubicam previously, he was pro- 
|duction supervisor for such pro- 
;grams as “The Aldrich Family,” 
“Screen Guild Theater” and “We | 
the People’ among others. In his | 
new position, Mr. Samish will 
supervise all Blue-produced pro- 
grams, and act in the capacity of 
network adviser for outside pro- 
ductions broadcast on the network | 
and its affiliates. 


Paul Jones Appointed 

Paul F. Jones, formerly on the | 
sales staff of Goodyear Tire & 
Rubber Company, Akron, has been | 
appointed assistant general sales 
manager of Joseph Weidenhoff, 
Inc., Chicago maker of automotive | 
and aviation service equipment. | 


}export 


Advertising Age, July 2 oul 


DeSoto Promotes 
Endurance in Nay 


BBDO Series 


Detroit, July 20.—On the +) em, 
“Designed to Endure,” DeS« 
vision of Chrysler Corporati: 
begun its first magazine can 
through Batten, Barton, Du: inf 
& Osborn, recently app< 
Copy points out that “of a! t 
DeSoto cars ever built, 7 o 1 
10 are still running.” A new «aq 


| 


paper series tells dealers th, 
“there’s a bigger future jt 
DeSoto.” 


The new magazine series, i 
explained, will be on a mont) -to 
month basis in general wee':\ie; 
with list and insertion dates {\exj. 
ble, until motor car production ; 
resumed. No newspaper cam; aigy) 
is planned at this time. iq 

In the meantime, current trade 
paper advertising of Chevrole 
Division of General Motors assert; 7 
that, of all the cars now on the 
nation’s highways, “one out o} 
every four is a Chevrolet.” Camp. 
bell-Ewald Company is the agency 


Goodyear Names Reed 
Asst. Ad Manager 


Stewart Reed, formerly adver. 
tising manager for Goodyear. 
Australia, has been appointed as- 
sistant advertis- 
ing manager of 
Goodyear’ Tire 
& Rubber Com- 
pany, Akron, O. 

Mr. Reed 
joined Goodyear 
in 1926 as a 
member of the 
com- 
pany’s advertis- 
ing staff in 
Akron and went 
to Australia in 
1929 as adver- 
tising manager of Goodyear inter- 
ests in that country. Returning to 
the U. S. in 1942, he was trans- 
ferred to Goodyear Aircraft Cor- 
poration in Arizona, in charge of 
public relations, rejoining the ex- 
port company early this year. 


Weil, Wynn Shifted 
by ‘Courier Journal’ 


Ted Weil, formerly head of the 
retail department of the Louisville 
Courier Journal and Times, and a 
veteran expert on art gravure, has 
been named manager of national 
advertising for the newspapers. 

He succeeds J. M. Wynn, who 
has been named promotion man- 
ager for the two newspapers and 
of Station WHAS, owned by the 
newspapers. 


Opens Detroit Office 

Nox-Rust Corporation, Chicago, 
manufacturer of rust preventives, ff 
has opened a district office in the 
New Center building, Detroit. E. J. 
Johnston, formerly service engi- 
neer of the Shell Oil Company, 
has been appointed district man- 
ager. 


Stewart Reed 
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with a Per Capita Income of 
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*Copyright 1944, Sales 
Survey of Buying Power 
production not licensed 
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This new slogan “War Bonds | 
Job Bonds to 


save more billions. ¢ Those billions, spent for peitwar products, can 


_ tomorrow's prosperity. ® In its own 8 magazines and in large n / 
papers throughout the country, Macfadden Publications, Americ< 


rgest Wage Earner Publisher tells this great audience what 


ir creasing billions in War Bonds will mean to them later. ¢ But it’s | it’s up te 


age 


_ MACFADDEN PUBLICATIONS. i 


_ TRUE STORY - THE MACFADDEN WOMEN’S GROUP - - THE MACFADDEN MEN'S GROUP 


‘your advertising to release this vast flood of spending power—postwa 
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Cigaret Favorites 
fo Stay on Short 
List for Duration 


Home Use Rises 
13 Billion; Container 
Shortage Is Serious 


New York, July 20.—Despite 
continued shortages of popular 
brands of cigarets, due principally 
to the large demands of the armed 
forces, tax-paid domestic con- 
sumption of all brands totaled 
237,106,000,000 for the first 11 
months of the industry’s fiscal 
year, a gain of 13 billion over the 
same period last year. 

Inquiry made by ADVERTISING 
AGE among representatives of the 
industry indicates that the quan- 
tity of tax-free cigarets sent over- 
seas is regarded as a military 
secret and figures are not avail- 


able, although they are obviously 
enormous. 

Among the reasons given for the 
shortage of cigarets for home con- 


needs, are these: Stocks of leaf 
tobacco are lower and the industry 
is unwilling to reduce the propor- 
tion of this aged tobacco which 
must go into cigarets; the brands 
popular here are also popular 
overseas; an increasing shortage 
of cartons and shipping cases; and 
the question of how much of the 
new crop, which will start to move 
to the markets about July 24, the 
government will tag for export. 


Stocks at Fair Level 


In general the tobacco stocks on 
hand, while lower than usual, are 
not considered to be at a danger- 
ously low level. New crops, which 
will continue to move to the mar- 
kets until next February, are 
expected to be of record propor- 
tions unless adverse weather con- 
ditions change the present picture. 
A dearth of rain for a time threat- 
ened the crops in one or two to- 
bacco growing states but nick-of- 
time aid from the weather man 
alleviated this situation for the 
present. 


Additional difficulties will prob-;WPB on all important industry 
ably stem from yesterday’s an-| questions, including crops, exports 


nouncement of the War 
may buy only 74% of the amount 
of 1944 flue-processed tobacco 
which they processed last year. 
While this tobacco would not be 
used before being aged for a year 
or two, restrictions on its pur- 
chase may make manufacturers 
still more careful to maintain ade- 
quate stocks on hand. 

The 74% figure was based on 
July estimates, but a larger crop 
is now assured, and the purchase 
figures may be revised next month. 
As of July 1, WFA estimated that 
about 482,000,000 pounds of the 
1944 production would be con- 
sumed domestically and 352,000,- 
000 would go to the Allies. 

Supplies of Turkish tobacco on 
hand are said to be low but ade- 


quate. Some shipments, but not 
many, are still being received 
from abroad. Imports of other 


foreign grown tobaccos used for 
blending, however, are practically 
non-existent and the industry 
must depend upon whatever stocks 
it has on hand. 

The Tobacco Industry Commit- 
tee, which maintains contact with 


Food | and containers, finds problems in- 
| Administration that manufacturers | volving containers and wrappers 
sumption, in addition to military | 


among the most important at the 
present time. 

For example, the industry has 
agreed not to use cellophane on 
packages of cigarets intended nor- 
mally for the summer market. 
This is because it was found that 
average summer weather condi- 
tions maintain sufficient moisture 
in the tobacco to make additional 
protection unnecessary. Winter 
weather, however, has a tendency 
to dry out the tobacco and cello- 
phane wrappings are required to 
maintain good smoking quality. 


Container Shortage Felt 


In shipping containers the to- 
bacco industry, like most others, 
has been hard hit. It is now 
limited to about 75 to 80% of its 
1942 requirements, despite an in- 
creased demand for cigarets. To 
offset this shortage the industry is 
urging the return of shipping cases 
by wholesalers and retailers so 
that they may be repaired and 
used over again. This program is 
to be extended in the hope that it 
will overcome, to a moderate de- 


Of these, the interest of Brockton, Mass., is centered principally on shoes.. manufacturing 
shoes. Likewise, skilled, highly paid workers build ships in Quincy, make wax in Fram- 
ingham. Dozens of similar towns, diverse as to their industries, uniformly prosperous, are 
tucked into the primary areas of WBZ, Boston, and WBZA, Springfield. 


The needs of the folks in these towns are as varied as the things they manufacture. They, 
as well as the rural population of New England from Martha’s Vineyard to Canada, look 
chiefly to WBZ and WBZA for their radio entertainment. 


The NBC Parade of Stars, and meritorious local programs, projected with the power of 


50,000 watts, will not be denied. Your message is assured of this vast receptive audience, 
at single-station cost. Consult NBC Spot Sales for availabilities. 


WESTINGHOUSE PRESENTS . . . John Charles Thomas on Sun. 2:30 EWT., NBC.; also “Top of the Evening’ on Mon., Wed., Fri., 10:15 EWT., Blue Network. 
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WESTINGHOUSE RADIO STATIONS Inc 


WGl - 
REPRESENTED NATIONALLY BY NBC SPOT SALES 


KYW + KDKA ~°* 


WBZ + WBZA 
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gree, the shortage of new 
tainers. 

Packaging changes would 
difficult, it was stated, bec 
most of the tobacco states 
special tax-stamping machi 


constructed to stamp only 
standard-size cartons now in 
It is not possible to change 
present machines to handle o 
forms of packages nor can 
machines be obtained because 
war conditions. 

All in all, it looks as if Am 
can civilians will continue to je 
able to smoke their average qu. | 
of cigarets, though not necessar \y 
their favorite brands. Merchnn- 
dise-shy manufacturers will c 
tinue informal allocations of s\ 
plies to jobbers and retailers, but 
there is no possibility of forma] 
cigaret rationing. 


of rationing cigarets. 


“‘Wallaces’ Farmer’ 


Figures Incorrect 


Advertising linage figures for 
June for Wallaces’ Farmer & Iowa 
Homestead and Wisconsin Agri- 
culturist & Farmer were incor- 
rectly listed in the July 19 issue 
of ADVERTISING AGE. Wallaces’ 
Farmer & Iowa Homestead carried 
a total of 33,092 lines or 42.2 
pages of advertising instead of the 
29,655 lines shown, and commer- 
cial display, excluding poultry and 
livestock, aggregated 29,655 lines 
instead of the 26,218 shown. June, 
1943 total advertising was 19,517 
lines or 24.9 pages. 

Wisconsin Agriculturist & Far- 
mer total advertising for June, 
1944 aggregated 26,826 lines or 
36.8 pages instead of 25,873 lines, 
with commercial display totaling 
25,873 lines rather than 24,920. 
June, 1943 advertising amounted 
to 17,311 lines or 23.8 pages. 


Arnold Named V. P. 


William F. Arnold, general gales 
manager of Underwood Elliott 
Fisher Company, New York, has 
been elected a vice-president. 

‘ si 


OPA has Ccon- 3 
sistently avoided rationing any- © 
thing but necessities, and has re- | 
cently formally denied any thought | 


Like wine, the Diesel market 
improves with age. This is due 
to the fact that Diesels wear out 
slowly and the rate of scrapping 
is only a small fraction of the 
manufacturing rate. 


In running they consume sup- 
plies of fuel and lubricating oil. 
Some items, such as filter ele- 
ments, require periodical re- 
placement. Parts of the engines 


wear out, notably piston rings, 
valves, bearings and other work- 
ing parts. Piston rings wear 
faster than do bearings. Valves 
wear out faster than cylinder 
liners, but all parts wear. Con- 
sequently as the number of en- 
gines in service increases by the 
thousand or the hundred thou- 
sand, a great market for con- 
sumable items is created. As 
the rate of manufacture of Die- 
sels increases year by year, the 
volume of the market rolls up 
like a huge snow ball running 
down hill. 


The only complete A.B.C. 
coverage of the market is the 
circulation of our two maga- 
zines, DIESEL POWER & DIE- 
SEL TRANSPORTATION and 
MOTORSHIP. This blanket 
coverage is offered at most at- 
tractive combination rates. Why 
buy less than A.B.C. coverage 
of the Diesel market. 


ee 
PUBLICATIONS, INC. 


(192 LEXINGTON AVENUE 


NEW YORK 16, N.Y. 
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CONCLUSIVE AND READILY CHECKED ae 


Sacramento, Fresno and Modesto are three major trade cen- 
ters in California’s self-contained Central Valleys Market. 


The population is above the average in education and buy- 
ing power. In 1942, the per capita buying power in Fresno 
was $1,355; in Modesto, $1,456, and in Sacramento $1,754, 
as compared with $1,356 for California. 


Here, then, is the first essential to a worth while test —a 
market capable of responding substantially to effective ad- 
vertising. 


The three cities fall roughly into typical city zone groups: 
Sacramento 200,000; Fresno 100,000; and Modesto 25,000. The 
mildness of the climate protects against radical changes in 
sales through extreme seasonal changes. And these self- 
contained markets have ample outlets to assure thorough 
distribution through their own local jobbers. 


One newspaper in each city suffices. The Fresno Bee and 


MCLATC HY 


= on oe oe - am eid me A FRESIY i 
The Modesto Bee are the only dailies ; 
in their trading areas. The Sacramento 

Bee is overwhelmingly dominant in its 

field. In these isolated trading centers, 

the results these newspapers show are 
not materially colored by any outside 


newspaper advertising. 


The Sacramento Bee and The Fresno Bee have a special 
arrangement with a representative cross section of grocery 
and drug stores which enable them at a nominal fee to ob- 
tain accurate figures on retail sales resulting from your test 
campaign. Details of the plan which has been successfully 
employed by a number of national advertising agencies, 
will be sent you on request. 


Here, then are three responsive trade centers with every 
sales factor capable of almost laboratory control and with 
exceptional opportunities for measuring results—the cardi- 
nal requirements for a conclusive, easily managed adver- 
tising test. 


PUBLISHER OF THE SACRAMENTO BEE e THE FRESNO BEE ¢ THE MODESTO BEE 
Represented Nationally by O’MARA & ORMSBEE, INC. 


NEW YORK ee LOS ANGELES © DETROIT © CHICAGO © SAN FRANCISCO 
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Government Paper 
Use Restricted to 75°/, 


Federal, state, local, and mu- 
nicipal governments are put on the 
same paper rations as newspaper 

a 


and magazine publishers by 
WPB order of July 19, limiting 
them to 75% of the paper they 


used in the fiscal year ending June 
30, 1942. 

The order applies to all govern- 
ment units using more than a ton 
of paper a year, or purchasing 
more than $1,000 worth of print- 
ing, with the exception of the 
United States government, which 
will make its reductions under a 
special conservation order to +be 
issued by the Bureau of the 
Budget. 


Crowell-Collier Expands 


Roy C. Husbands, a member of 
the Chicago staff of Woman’s 
Home Companion for 16 years, has 
been appointed to represent WHC 
in the state of Michigan. Wash- 
burne Wright, formerly with Pon- 
tiac division of General Motors, 
has joined the Detroit staff of 
Collier’s. 


Admen Score in 
Tabulation of 


1942 Salaries 


New York, July 19.—Issuance 
this week of Treasury reports 
on 1942 executive salaries over 
$75,000 disclosed the usual scores 
of Hollywoodites at the top of the 
list, and the usual sprinkling of 
advertising, agency and merchan- 


dising. executives in the select 
group. 

Figures for individuals well 
known in the advertising field 


whose 1942 salary and bonus re- 
ceipts from corporations exceeded 
$75,000 included the following in 
New York: 

American Weekly, Inc., Morti- 
mer Berkowitz, $120,825; Colum- 
bia Broadcasting System, William 
S. Pal@y, $185,820; Crowell-Collier 
Publishing Company, Thomas H. 
Beck, $75,240; Donohue & Coe, 
Inc.,, E.. Jd. Churchill, $127,625: 


Robert Gair Company, George E. 
Dyke, $96,000; Gimbel Brothers, 
Inc., Louis Broido, $85,000, Ber- 
nard F. Gimbel, $100,000, Frederic 
A. Gimbel, $97,500, and Arthur C. 
Kaufmann, $97,500. 

Others are: Saks & Co., Adam 
L. Gimbel, $100,000; Hearst Maga- 
zines, Inc., Richard E.- Berlin, 
$156,009; Jordan Marsh Company, 
E. R. Mitton, $89,565; Lennen & 
Mitchell, Inc., Philip W. Lennen, 
$83,333; Lord & Taylor, Walter 
Hoving, $88,709; Ohrbach’s, Inc., 
Nathan M. Ohrbach, $100,000; Ed- 
ward Petry & Co., Edward Petry, 
$79,062; The Reader’s Digest Asso- 
ciation, Albert L. Cole, $84,500, 
Kenneth W. Payne, $84,500, and 
DeWitt Wallace, $99,500. 


Chicago Figures 

In Chicago leading figures in- 
cluded Container Corporation of 
America, Walter Paepcke, $110,000; 
R. R. Donnelley & Sons Company, 
C. D. Littell, $90,767; General Out- 
door Advertising Company, B. W. 
Robbins, $75,200; Goldblatt Bros., | 
Morris Goldblatt and Nathan Gold- | 
blatt, $100,000 each; Lady Esther 
Ltd., Alfred Busiel and Syma 
Busiel, $96,000 each; Lord & 
Thomas, Albert D. Lasker, $103,- 


999; Mars, Inc., 
Mars, $120,000. 
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Mrs. Ethel V.\ ‘Sandage Takes Over 


Others included Maybelline Com- | as Research Director 


pany, Thomas L. Williams, $120,- 
000; Montgomery Ward & Co., 
Sewell Avery, $100,800, and C. D, 
Ryan, $76,633; Pepsodent Com- 
pany, Kenneth G. Smith, $145,000; 
Sears, Roebuck & Co., Robert E. 
Wood, $84,400; Chicago Tribune 
Company, C. H. Campbell, $83,250, 
W. E. MacFarlane, $106,362, and 
L. H. Rose, $111,068; News Syndi- 
cate Company (New York News), 
R. W. Clarke, F. M. Flynn and 
R. C. Holliss, $90,000 each. 


CBC Advances Five 


H. G. Walker, former Canadian 
Broadcasting Corporation repre- 
sentative in the Prairie region and 
before that manager of Station 
CBL, Toronto, has been placed in 
charge of CBC’s Dominign® net- 
work. Other new appointments 
are: James Finlay, succeeging Mr. 
Walker as Prairie repres@n¢...+ 
Ernest Morgan, superviso® of ex- 
change programs; Kenneth Caple, 
Pacific program drector, and Roy 
Dunlop, Pacific production aman- 
ager. 


™s 


SALVAGED PAPER PACKS 
A MIGHTY PUNCH 


Vital supplies — food, ammuni- 


cision from the 


parachutes 


tion, clothing, medicine—packed 
in waterproof paper containers 


—flown to outposts and isolated 


» garrisons and dropped with pre- 


sky —in paper 


IN. AMERICA’S STOCKROOMS, STOREROOMS, WAREHOUSES... 


"SLACKER" CATALOGS "HIDEAWAY" FOLDERS "SLINKER" BOOKLETS 
"'SHIRKER" BROADSIDES "DODGER" BULLETINS "SKULKER" CARDS 
"OBJECTOR" DISPLAYS "LOAFER" CARTONS "PACIFIST STUFFERS 


They’re hiding out, 


“soldiering” on the job, while the collection of used 


paper for war purposes is lagging behind our barest needs by more than 


100,000 tons a month. Let’s rout ‘em out, round ‘em up and put ‘em to 


work to whip the shortage. 


lives we must not, cannot sacrifice. 


If we let it drag along, we'll pay with precious 
It's time NOW for united action on 


the home front. EVERY POUND OF USED PAPER COUNTS — SALVAGE 
YOURS NOW! 


CHICAGO 


SERVING AMERICA’S ADVERTISERS SINCE 


JERSEY 


DETROIT 


ARVEY CORPORATION 


1905 


CITY 


Dr. C. H. Sandage, newly 
pointed director of research o{ 
Institute of Transit Adverti« 4, 

(AA, July 7) 


has taken ov or 
his new dui oc 
at Chicar o® 


headquarter: 4 § 
the institute 

On leave f; 
Miami Uni, 
sity, Oxford, 
Dr. Sanda 
has been vi 
ing professor 
business 
search at 
Harvard Gr; 
uate School of Business Adminis- 
tration for the past 18 months. As 
chief of the division of transpor- 
tation and communication, Bur« 
of the Census, he was in chai se 
of the 1935 census of motor veh)- 
cle transportation and census of 
advertising sales of radio broad- 
casting. 


NRDGA Names Fox 


Irving C. Fox, general counsel 
for the National Retail Dry Goods 
Association, and for some _ time 
associated with the late Harold R, 
Young of the group’s Washington 
haffice, has been named executive 
head of that office. Mr. Fox will 
be assisted by ‘“additiona: per- 
sonnel as promptly as the neces- 
sary arrangements can be made,” 
said Lew Hahn, NRDGA general 
manager. 


C. H. Sandage 


Horton-Noyes Named 


Advertising for the Star Electric 
Motor Company and its subsidiary, 
Star Electric Equipment Corpora- 
tion, Bloomfield, N. J., has been 
placed with Horton-Noyes Com- 


pany, Providence, R. I., effective 
Oct. 1. Darrell Prutzman will be 
the account executive. ; 
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“DON’T YOU BELIEVE IT” 


w which of these commonly-accepted be- 


a en See the key below for the true ones- 


liefs are false? 


i was the sole inv 
;: Sein discovered arey ae 
3. The Pilgrims landed on Plymout! : 4 ae 
; Smith is the most popular name in the 
i 
; Seite conquered the Aztecs of Mexico 
Calvin Coolidge did not choose to run. | 
S ae m. on CPN is not good radio time. 
: peel Sullivan was the best prizefighter 
. Jo ’ 


. ———— .  ’ & 
ee ae ' 
ony ~ . 
te ‘ 

ee * 


= 


es dee Ss 


—— 


reas, 


a 
Fhe 


eeceyeee 9. Lady Godiva took ar 
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: Believe It key: 7 
Pr oproerag Want the proof? Write us 
1ey 


entor of the phonograph. 
with his kite. 


A DIVISION 
OF THE COLUMBIA 
BROADCASTING SYSTEM 


Palace Hotel, San Francisco 5 


of his day. ide in her birthday suit. 


Columbia Square, Los Angeles 28 
Represented by Radio Sales, the 
Spot Broadcasting Division of CBS 


* Pacific Hooper report for March, 1944. 


7 AS £0 make a network 


... here's a program with 


364 new ones 


Do you keep sacred cows? Is one of them labelled: ‘Saturday 
night is poor radio time”? Or: “Listeners resent having their pet 
beliefs blasted”? Or: “ There’s no such thing as a new radio idea”’? 

Friend, your cow’s dead. 

' For we have a program called Don’t You Believe It that 
reached a 10.6 Hooper rating* at 9:45 Saturday nights. Listeners 
up and down the Pacific Coast like it so well that 52.8% of the 
available audience keeps tuned to CPN stations. And—Don’t 
You Believe It has turned up with four new ideas every week 
for more than 90 consecutive weeks. 

Here’s how. You tell a ‘pet belief’ of yours to Tobe Reed 
and the expert cast of Don’t You Believe It. 

They confirm it in a statement so plausible that you'll say: 
“Yes, that’s exactly what I mean and believe.” Whereupon, they 
instantly dramatize the FACTS—presenting them so vividly, 
so logically that for hours afterwards you’ll find yourself 
muttering: “Imagine that!” 

That’s the way thousands of listeners react every Saturday 
night; that’s why they come back week after week for more 
surprises. (Month-after-month ratings prove it.) 

If you think this isn’t typical of the way ideas make the 
Columbia Pacific Network, or that we don’t carry them out 
with extra skill and imagination...don’t you believe it! Ask us, 
or Radio Sales, to show you FACTS about what happens to 


every program on the Idea Network. 
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O’Bryon Joins Mutual, 
Succeeding Gottlieb 


Jim O’Bryon, acting director of 
radio publicity for Young & Rubi- 
cam, New York, has been ap- 
pointed director of publicity and 
public relations of Mutual Broad- 
casting System, succeeding Lester 
Gottlieb, who has joined Y&R to 
direct radio publicity. 


Pencil Points 


The Magazine of Architecture 


Biggest Outdoor 
Showing Planned 
for 6th War Loan 


Drives Run Nov. || 
to Dec. 7; Seek 
Advertisers’ Help 


Washington, July 21.— Flushed 
with the success of its recent war 
bond cover contest for magazines 
to keynote the 5th War Loan 
drive, Treasury has worked out a 
plan for a similar promotion stunt 
using every outdoor poster panel 
in the country. 

According to the plans worked 
out by the war finance division 
and the war activities committee 
of the Outdoor Advertising Asso- 
ciation, every national and local 
outdoor advertiser will be asked to 
use a war bond theme in his dis- 


play during the 6th War Loan 
drive, tentatively scheduled for 
Nov. 11 to Dec. 7. 

As visualized by Ted R. Gamble, 
war finance division director, and 
Kerwin H. Fulton, director of the 
outdoor war activities group, the 
arrangement would yield a daily 
average of 105,000,000 impressions 
of the Treasury message, or 2% to 
3 billion impressions during the 
drive. 


Will Feature Bonds 


Designs for the display would be 
similar to the magazine cover 
project, with each advertiser asked 
to feature a $100 war bond in his 
poster. Where paper is already in 
production, advertisers will be 
asked to switch their prepared de- 
signs to another month and substi- 
tute a war bond panel. 

During the magazine contest in 
June, over 1,900 publications of all 
types reproduced a $100 war bond 
on their covers, providing a spec- 
tacular display for the $16,000,000 
5th War Loan drive. 

Plans for the featured use of 
outdoor in the 6th War Loan 
drive were worked out at a New 
York meeting last week when rep- 
resentatives of the Treasury dis- 


cussed the proposal with Mr. Ful- 
ton, R. D. French, assistant direc- 
tor of war activities for the indus- 
try, Harold L. Eves, manager of 
war activities of the association, 
and Mark Seelen, art director of 
Outdoor Advertising Inc. Treasury 
representatives included Thomas 
H. Lane, director of press, radio 
and advertising; R. Sherwood King, 
chief of advertising, and Mary 
Matthews and Al Randall of the 
advertising section. 


Borden ‘Signs Up’ 


Among the first to pledge active 
aid was The Borden Company, 
whose advertising director, Stuart 
Peabody, promised that all Borden 
panels during the 6th War Loan 
would display an “Elsie” poster 
featuring the $100 war bond. 

In announcing the plan, Mr. 
Gamble promised that it would 
“be colorful and powerful.” He 
promised that the Treasury would 
give every practical aid by produc- 
ing 24-sheet posters of its own de- 
sign for the space donated by the 
Treasury. 

According to the plan, all space 
used for government campaigns 
during the period under the recent 
pool plan worked out by OWI and 
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an you get em across the river? 


. 


Can you ferry a fox, a sheep and a head of cabbage across a river, one 
at a time, so that the fox is never alone with the sheep or the sheep 


alone with the cabbage? 


The Comptometer is an expert on puzzles, too — but of a different 
kind. This machine that thinks in figures, saving today’s time, money 
and manpower, is made exclusively by the Felt & Tarrant Manu- 
facturing Company, our client for more than 13 years. 


N. W. AYER 


& SON, Inc. 


Philadelphia * New York * Chicago © Detroit * San Francisco * Boston * Honolulu * London 


| 


| office. 
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the industry will be used i, 4, 

drive. War finance and pu 
chairmen in every state wi! 
tact local outdoor advertis: 
promote the idea. 


Expect Greatest Displa, 


Speaking for the outdoor ; 
try, Mr. Fulton said the indyst 
would make every effort to ‘)\)\9)|7 
Mr. Morgenthau’s desire to h 
reproduction of the 6th War 
bond appear on every pane] 

“With every national adve 
we can reach displaying the } ing 
as well as local advertisers 
said, “there is the natural ele; en 
of repetition of this message y 
will be the greatest display in th, 
history of advertising fron 
standpoint of circulation.” 

The war activities committee 9 
the Outdoor Advertising Associa“ 
tion will contact advertiser: 
throughout America urging dis. 
play of specially designed 24.” 
sheets. Art Director Mark See 
is preparing a series of suggs 
layouts. 

Selection of Nov. 11 to Dec, 7 
for the next drive is favored be. 
cause of possible copy tie-ins with? 
Armistice Day, Thanksgiving and} 
Pearl Harbor Days. Officials have 
agreed that no further drive; 
should be held before the fal! 
elections because it is feared that 
controversies inherent in the cam-f 
paign might interfere with the suc- 
cess of the effort. 


B&B Appoints Matthews 


Basil Matthews has joined Ben- | 
ton & Bowles, New York, to assist 7 
on Procter & Gamble advertising. F 
Mr. Matthews, who resigned as 
advertising manager of the Cen- ff 
taur Company to join B&B, pre- 
viously was with Pedlar, Ryan & 
Lusk, New York. 


Heads Utah Press i 


Albert W. Epperson, publisher of 
the Reflex, Kaysville, Utah, has § 
been elected president of the Utah 
Press Association. Howard C. Bar- § 


rows, publisher of the Midvale 
Sentinel, was named vice-presi- 
dent. 


Cuban.... 


.. listeners} 
chose.....| 


- 


id 


CADENA AZUL | 
re Azul is the 


overwhelming preference above «!! 
other local radio stations or for | 
eign stations. This was demon 
strated conclusively in a recent 
impartial listening survey in Cuba 

The Cuban affiliate of a lars 
United States manufacturer ma 
the thorough, unprejudiced sur 


naga = 


very of listeners. This is what 
they found: 
. 1 
65% of all listeners chose it 
CADENA AZUL a 


Only 15% said they listened 


to the nearest competitor * 


4 | 
* 
* |* 
* | 

| 
* 


* 


Ask to see a copy of the comple « 
survey, on file in the New York 


} 
} 


| 
| 


es 


Cuba’s only network 


Geer affiliated with CBS 


oe tee 


Humberto D. Gonzalez, U.S. representati 
220 West 42nd Street New York Ci 
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magazine (out of 19,56! publications in 


America) devoted 100% to analyzing, 


explaining, forecasting the most important 


news of the day—news of national affairs 


... important to everybody, vitally im- 


portant to important people. Important 


people are the ONLY kind who are natu- 


Outstanding magazine in 
ass 7 " 


Dixon, Vice President 


[NER CORPORATION OF AMERICA rally subscribers to The United States News. 


WS OF NATIONAL AFFAIRS—more than ever important in the 


Every week and week after week the im- 
portant news of national affairs is spot- 
analyzed in pictures, Pictograms and in 
simple English—clear, crisp, concise. 


* 


President in Charge of A 


30 Rockefeller Plaza, New York 20, N.Y. 
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“ You bet, 
~ there’s something new 
“ under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 

tion to cover Chicago completely, economi- 
cally and efficiently. 

— With The Sun alone you can buy a tremen- 


dous impact against America’s No. 2 market 
with a relatively small expenditure. 


THE CHICAGO SUN 


400 W. Madison St., Chicago * 250 Park Ave., New York 
National Representatives: THE BRANHAM COMPANY 
CHICAGO: 360 N. Michigan Ave. - NEW YORK: 230 Park Ave. 


Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles 
Memphis, St. Louis, San Francisco 


Genera! Mills 
Names Imhoff 
Appliance Head 


Minneapolis, July 20.—The ap- 
pointment of Roscoe E. Imhoff as 
its sales manager in charge of 
| home appliance 
sales, announc- 
ed this week by 
Harry A. Bullis, 
president of 
General Mills, 
marked the big 
cereal com- 
pany’s first per- 
sonnel an- 
nouncement in 
connection with 
its plan to 
manufacture 
and distribute 
home appliances. 

Expansion into the home ap- 
pliance field is an outgrowth of 
conversion plans for its mechan- 
ical division, now engaged in 
ordnance production. After con- 
version, General Mills will manu- 
facture home appliances in _ its 
Central Avenue plant, for national 


Roscoe Imhoff 


Crocker label. 

Mr. Imhoff had been vice-presi- 
dent and general sales manager of 
the Proctor Electric Company, 
Philadelphia, before joining Gen- 
eral Mills. Previously, he had 
spent many years with Westing- 
house, resigning as sales manager 
of the marketing division, han- 
dling sales promotion and adver- 
tising for heating appliances, fans, 
vacuum cleaners, washers, ironers, 
ranges, dishwashers, refrigerators 
and air-conditioning, to join Proc- 
tor Electric in 1940. 


KPAB to Mutual 


KPAB, Laredo, Texas, on July 
16 joined Mutual as a fulltime 
outlet, bringing the total number 
of MBS stations to 227. KPAB op- 
erates with 250 watts power, on 
1,490 kilocycles. 


KVOO Appoints McClarin 

KVOO has appointed William 
McClarin promotion and merchan- 
dising manager to replace Manton 
Marrs who will devote full time 
to the KVGO, Tulsa, news depart- 
ment. 


_ INGENIERIA 
INTERNATION 


Selling Latin American Industry... 


INGENIERIA INTERNACIONAL INDUS 


STRIA can help you. 


For this magazine published monthly in Spanish since 1919 has developed wide- 


spread confidence 


among paid subscribers in Latin American industry. 


With its expanding industrial programs Latin America is your important busi- 


ness frontier of the future. 


280 manufacturers recognizing the sales potentials to come from expanding 


Latin American industrial and engineering markets are laying the groundwork 
now for Latin American business by advertising in INGENIERIA INTER- 
NACIONAL INDUSTRIA. Meanwhile our Trade Counsellors Staff is help- 


ing them line up Latin American sales 


We would like to cooperate with you. 


distribution, ete. 


“® BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 


| Affiliated with McGraw-Hill Publishing Co., 


INGENIERIA 
ee 


Inc., and Chilton Co. (Inc.)] 
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Minnesota Sport 
Apparel Makers 
in Joint Effort 


Minneapolis, July 20.—As a 
tinuation of a campaign begun 
fall, the Heavy Outer Apparel 
vision of the Twin Cities App 
Industries this month launche 
new series of advertisements | 
turing “Minnesota Inspir,; 
sportswear: in major trade 
nals in the field. 

First insertions in men’s, 
men’s and children’s, and infa; 
wear publications featured ad\ 
tisements built around the sce: 
and sport activities of Minnes 
with copy stressing the variety 
sports in the state, and telling \ 
manufacturers in this locality 
best suited to supply the nat 
with practical and colorful sp: 
clothes. 

Manufacturers in the group : 
Klinkerfues Brothers, Butwin | 
Sportswear, B. W. Harris Mfg 
Company, The H. Harris Com 
pany, Gordon & Ferguson Com 
pany, Guiterman Brothers, Th 
Great Six Company, M. Liman 
Mfg. Company, Robitshek-Schnei 
der Company, Leathercraft, Inc. 
Excel Garment Mfg. Compan 
Rosen & Barnes Mfg. Compan 
United Garment Mfg. Company 
and the Bloch-Heller Company 

Agency handling the campaig: 
is The McCord Company, Minne- 
apolis. 


ata 


Drake Joins Compton 
Lawrence Drake, formerly 
rector of market research 
Kroger Grocery & Baking Com- 
pany, Cincinnati, has joined 
Compton Advertising, New York, 
as market analyst and merchandis- 

ing executive. 


issues Overseas Edition 


Philadelphia Record has _ pub- 
lished the first issue of its “G. | 
| Extra,” weekly overseas edition 
available free of charge for mail- 
ing to servicemen. 


“BACK HOME 
| AGAIN IN 


| 


| INDIANA’ 


Indiana industry is truly 
decentralized. Almost 
| every medium and small sized 
city has one or more plants 
producing war material. 


Tanks, trucks, ammunition and 
other war equipment are ro’- 
ing off the assembly lines. 


Food production from ferti 
farms is at an all time hig). 


o 


“ 


Small - city - Indiana famili 
have money to spend—mo 
than ever before—and tin 
to read their daily new:- 
paper. 


In 26 prosperous India 
cities that paper is a memb 
of the 


© 


o 


Lo") 


INDIANA LEAGUE 
| of 
| HOME DAILIES 


For information phone or writ 


SCHEERER & CO. 
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We must have a Single 
Department of National 
Defense, with sub-heads for 
Air, Land, Water and 
Munitions. We must have a 
Single Directing Head and 
a single staff to handle all 


major defense questions. 


Eighteen years after the 
above was written, we are 
going to get it. 


AERO DIGEST’S advocacy of a SECRETARY 
of NATIONAL DEFENSE, with Assistant 
Secretaries for the Air Forces, the Army, the Navy, 
and, in particular, a Secretary of Industrial 
Mobilization (because industry is now as essential 
to winning wars as the armed forces) has 
been going on for eighteen years. 
It is still going on. Now it appears that 
results will be forthcoming. The advocacy of 
what we have a'ways believed was necessary 


in the best interests of National Defense is 


just another instance of AERO DIGEST’S leadership — a leadership that has made this 


particular publication preferred by those who read, and buy, and sell in the aeronautical field. 


24 Issues a Year 


America’s Premier Aeronautical Magazine 
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Post Office Censorship 


Having lost the first round of its 
court battle to prevent the Post 
Office Department from depriving 
it of its second class mailing privi- 
lege, Esquire is expected to appeal 
the decision of Federal Judge T. 
Whitfield Davidson and to seek 
final action by the Supreme Court. 
Such a procedure would be in the 
interest of all publishers, since the 


position of each of them has been | 


threatened by the new and revo- 
lutionary policy which the Post 
Office Department is endeavoring 
to put into effect. 


the press, and in effect puts any 
publication at the mercy of who- 
ever happens to be the head of the 
Post Office Department. The lat- 
ter must assume the role of censor 
and apply his own philosophy of 
publishing to the measurement of 
the contents of any publication. 
The policy of the government 
up to this time has been to permit 
any publication with a list of paid 
subscribers to qualify for the sec- 
ond-class mailing privilege, and to 
| hold it responsible for the charac- 
| ter of its contents through the 


Until Postmaster General/application of the laws penalizing 
Walker ruled against Esquire after | the circulation of obscene or libel- 
charges of obscenity originally | ous material. There are plenty of 
made had been refuted by his own | teeth in these laws, and no other 
panel, the department had never/| Postmaster General has thought 
assumed any authority to pass on/it necessary or desirable to at- 


the qualifications of a publication 
with a paid subscription list for 
entry as second class matter. Mr. 
Walker’s position, by-passing the 
issue which had been raised ini- 
tially, is that a publication must 
contribute to the general welfare 


through the dissemination of edu- | 


cational or cultural material in 
order to justify the extension of 
the second-class mailing privilege, 
and that the Post Office must be 
the judge of its performance. 
This position is of course com- 
pletely at variance with the con- 
stitutional principle of freedom of 


| tempt to control the dissemination 
of editorial information through 
'the second-class rate. 

| All publishers have shown con- 
|cern over the possible effects of 
‘the new policies of the depart- 
‘ment. Many other publications 
will undoubtedly be liable to the 
‘loss of second-class mailing privi- 
leges if the Esquire decision is 
upheld. Both publishers and ad- 
vertisers hope that the implica- 
tions of the new and revolutionary 
policies of the Post Office Depart- 
ment will be carefully considered 
by the Supreme Court. 


Postwar Price Levels 


Prices have been controlled with 
considerable success during the 
war period, but since the phe- 
nomenon of rising prices has been 
in evidence during or after every 
other major war, we may expect 
to see similar tendencies as soon 
as controls are removed following 
this one. There has been a defi- 
nite effort to combat inflation, as 
represented by higher prices, dur- 
ing the war period, but the ques- 
tion is how much control must or 
should be applied normal 
production and distribution condi- 


when 


tions are again in effect. 
may o1 not 
The latter may 


representing a 


Rising 
lead to inflation 


prices may 


be described 
los of 
due to its 
product values 
plus 


re the pl 


confidence in currency, 


inability to keep pace 
with 
goods, depreciated currency, 
materials for 


that a 


imary 
However, to say 
prices, 


supplies, active demand and 


Shortages of |’ 


based on | 


a sound currency, represents infla- 
tion is to disregard the funda- 
|mental characteristics of such a 
situation. 

Rising prices, based on maxi- 
/mum business activity and cheap 
money, may be necessary to en- 
able the United States to carry 
its huge debt burden in the post- 


war period. Thus the problem of | 


encouraging business enterprise, 
stimulating production, distribu- 
tion and consumption, and main- 
taining wages, farm incomes, cor- 
poration profits and tax revenues, 
delicate one, requiring the 
maximum of freedom to enterprise 
while maintaining controls which 
would prevent a runaway or ‘un- 


IS a 


balanced price and wage move- 
ment 

It will also require an adjust- 
ment of thinking as to what we 
mean by inflation, and within 


what limits we propose to con- 


tinue to maintain wartime controls 
and 


of prices wages. 


General Mills, Inc. 


"Oh, for Pete's sake! I'll go right down and get Wheaties, then." 


Politics in Business tion, is authority for the amazing 
Receipt of a folder which Yan- | ¢Ws that while shrimps are pro- 
kee Network is sending out to |Saically graded in the trade as 
New England grocers for Victor |>roken, small, medium, large and 
coffee, which sponsors Fulton Jumbo, the egg industry grades its 
Lewis Jr. in that area, leads your | dirty-shelled eggs as U. S. Trade 
Ad-libber to wonder how accur-| Ditty, Standard Dirty, and Extra 
ately most advertisers are able to| Ditty. The Extra Dirties are the 
gauge the political and economic | Cleanest and the U. S. Trade Dir- 
sympathies of their dealers. Victor | ties, the dirtiest! 
coffee is telling grocers that Ful- | . 
ton Lewis is “fighting your battle, | Jottings 
Mr. Grocer —the battle for free-| Tne house organ of Reiss Ad- 
dom of enterprise, for honesty and | vertising, New York, contains this 
ability in public affairs, for the | pointed paragraph: “Reiss believes 
maintenance and expansion of the!that innumerable manufacturers 
AMERICAN Way of Life. Listen for|who project highly courageous 
just one week and you'll agree| plans in the profitable present 
that he and his sponsors — the | will lose their courage in the un- 
makers of Victor, the ripe coffee— profitable future. 
— —— and ener-| manufacturers spend more money 
getic support.” | when the going gets tough. Actu- 
it may be that New England | ajjy, they retrench.” For sev- 
grocers will be grateful to Victor | ora) months, WQXR, New York 
for sponsoring Lewis, and _ that hes placidly broadcast : 
they agree wholeheartedly with| “°S P’a@ci@ly Droadcast announce- 
what this commentator says, but |™€ts offering reproductions of 
Some of |@"t masterpieces, among them El 
but | Greco’s “View of Toledo”. . . but 


Theoretically, 


it is altogether unlikely. 
them undoubtedly agree, 


others also undoubtedly do not|@ recent request really baffled 
|agree, and the warm friendship them. A woman listener wanted 
‘which Victor’s folder may en-|the whole set, with one stipula- 


gender in some grocers’ breasts | tion: that she had been through 


will undoubtedly be counterbal-|Toledo many times on the train 
,anced by the frigidity with which | and would WQXR send her in- 
|other grocers (who may be equally | stead a “View of Cleveland” as 
| good as grocers, even though from | she planned to visit there in the 
the sponsor’s viewpoint their po-|near future. . . Wickwire Spencer 
litical viewpoint is badly warped) | Stee] Company has put together a 
will greet the announcement. | booklet containing reproductions 

It seems still to be difficult for|of the attention - compelling and 
most manufacturers to realize that | horror-inspiring caricatures which 
every grocer who sells Doakes’| Boris Artzybasheff has done for 
crunchy cracker crumbs, and/the company’s advertising. They 
|}every housewife who swears| al] play “Axis in Agony” with all 
|they’re the best cracker crumbs | the stops out, and as the booklet 
|made, does not necessarily there- | says, Artzybasheff hates in paint. 
by become a political blood| We might add, And how! 


brother of Mr. Doakes, and does| Goebbels picked the Austin car 
not necessarily endorse his views | for one of his most recent efforts 
'on the tax situation, the fourth 


to create nostalgia among Ameri- 
‘~ or the i oe can troops fighting in Italy. The 
very manufacturer, of course, | Luftwaffe—what there is left of | 


enjoys the luxury of thinking as/|jt—dropped a batch of leaflets in 
he pleases on all the issues of the| which one illustration showed a 
day, and of doing all he pleases to| prewar ad run in British papers 
convert others to his views, but|and automotive publications by 
before he mixes this luxury with| the Austin Motor Car Company. . . 
sales effort on behalf of his prod-| From the Sanders County Inde- 
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The following documents n 
be secured without charge fr 


companies sponsoring them, 
through ADVERTISING AGE, by a 
national advertiser or advertisi 
agency executive writing on 
business letterhead. 


No. 2375. 20 Years Ago—Today 
This brochure, marking the 20: 
birthday of the New York Mirr 
provides an interesting study 
the development of this tabloid 
over the two-decade span. Poc}:- 
ets inside the folder contain mi: 
iature editions of the first issue 
the paper, June 24, 1924, and of 
the June 27, 1944, issue, which put 
before you the changes and im- 
provements in typography, and 
handling of news and pictures. 


No. 2376. Marketing Map of 
Chain Drug Field. 


Chain Store Age has issued this 
new marketing map, which in- 
cludes buying headquarters of 698 
drug chains of three stores or 
more listed by states; number of 
stores operated by various chains 
in 100 principal cities of the coun- 
try; percentage of drug chain 
business in those cities, and latest 
sales figures on the chain drug 
market. 


No. 2377. Television at WRGB. 

General Electric Company has 
issued this brochure, which tells, 
in pictures and story, the activities 
of G-E’s pioneer television station, 
WRGB. The reader is given a 
glimpse of backstage preparations 
and how transmitting and relaying 
are accomplished, along with the 
story of television’s growth and 
the outlook for its future. 


No. 2378. Survey of Postwar 
Printing Requirements. 

Edward Stern & Co. has issued 
this analysis which, in text and 
graphs, reports the findings of a 
survey of a group of companies on 
their past, present and probable 
future use of printing. The ma- 
terial covers direct mail, catalogs, 
house magazines, technical book- 
lets, inserts and many other type 
of printed matter, with graphs in- 
dicating change in volume of use, 
and use of color and illustrations. 


No, 2379. Farm. Electrification 
Through Better Dealers. 

In this booklet by Frank fF. 
Watts, executive assistant of Farn 
Journal & Farmer’s Wife, it 
pointed out that the sales tech 
nique of the electrical industr 
has been geared primarily fi 
selling urban customers rathe 
than for developing the farm ma) 
ket effectively. The study poin 
out the scope of the rural marke 
and presents a plan by whic 
dealers may organize their bus 


_|ness to develop and sell the ma) 


ket. 


No. 2295. 63 Years of Keeping U» 
with the Times. 

Highlighting the 63-year histo 
of the Los Angeles Times is th 
booklet, which reproduces sever 
front pages of the newspaper fro 


|its first issue, Dec. 4, 1881, to Sey 


uct, he ought to realize clearly | pendent Ledger, Thompson Falls, | 
that he is probably hampering,|Mont., of which you will hear | 
rather than helping his_ sales| more from us later on: “Very few 
curve. And if he is interested in 7 


people will be reading our paper 
getting grocers to push his product 
harder, he’d better give them some 
arguments a little closer to the 
grocery business and the sale of 
coffee than a battle for honesty 
and ability in public affairs. 


it doesn’t make much difference 
what we write—it will all be just 
a kind of ‘filler up.’ We could in- 
stead stick in boiler plate or even 
free political announcements, and 
then we could be sure nobody 
would read the paper.” 


Trade Secret 
The Callerman Company, Chi- 
cago fod representative organiza- 


3, 1943, a selection covering hea‘ 
lines on three wars. 


No. 2355. The Best Dam Mark 
in the World. 


TVA, representing the worl 


this week, outside of a few local | largest power system, offers indu 


mentions on the back page... So| 


try its lowest power cost, has ¢ 
tracted tremendous new industr 
and widened economic opportur 


| ties, says this pamphlet issued ! 


ithe Knoxville 


News-Sentinel 
claiming that that city—the hea 


of the whole TVA system—has t! 
greatest future for permane 
growth. 
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vertising Age, July 24, 1944 


‘orvel Stakes Its 


|liminary surveys, said 


LJ ba |some normal markets, particularly 
Claim in ostwar jin the heating field. But he} trates 
‘ew | warned: “Our findings indicate | magazine 
i'that we must be organized to meet 
|}a competitive attack in our basic 
|domestic markets, the like 
| which we have never seen before. 
; . |The gas industry must not be on 
Evansville, Ind., July 20. — AS | the defensive in the kitchen,’ | 
Servel is mailing out to gas | with 
|utility companies this month a 
sug- | Servel,”’ 


Euilding Field 


t of its broad compaign to pre- | 
| domestic gas appliances for 


er the war (AA, June 12), : sanitial y 
‘vel, Inc., trained its sights this | large portfolio describing a 


,completed four studies and pre- 
these 
studies show the industry will be 
facing favorable conditions 


refrigerators 
for immediate action to popularize 
in|the use of gas appliances in the . ge 

| postwar home. ‘The portfolio illus. | Northwest Agencies Elect} joined the copy 
some of Servel’s national 
and describes the} Durstine & Osborn, Minneapolis, 
good will being developed by the| has been reelected president of the 


Rations” network | Northwest Council of Advertising MULTIGRAPHING—FILLING-IN 


its 


| “Fashions 
of | show. 


| paper 
story 


gested postwar sales program for|signs supporting the national ad- Joins Geare-Marston 


Marie Andre, formerly of the 
Essig Company, Los Angeles, has 


and calling|vertising campaign. 


H. H. Haupt of Batten, Barton, 


Geare- 
Marston, Inc., Philadelphia. 


13 


Agencies. Other officers are: Fred 


loc: 1S- izzell, Frizzell Advertising 
ocal news-| Frizze rizze \ — ADDRESSING — MIMEOGRAPHING 


46 


telling the} Agency, vice-president; 


refrigeration, along |Greenwood, Knox Reeves Adver- 

size mats; a new|tising, reelected secretary; and | THE LETTER SHOP, 
booklet on “What Users Say About|} Luther Weaver, Luther Weaver & | 
outdoor poster de-| Associates, St. Paul, treasurer. 


Inc. 


431 S. Dearborn St., Chicago Wab. 8655 


eek on the new _ construction 

id. 

N. E. Wooters, assistant vice- | 

esident, writing in the July! 

servel News,” points out that 
ere is an accumulated housing | 
ortage over the past 15 years of | 

257,000 dwelling units. “If we) 

ily maintain our present 34-year | 

verage and add the normal popu- | 

ition increase, we must build a 

inimum of 708,000 dwelling units 
nnually for the next 10 years,” 

says. 

Servel’s air-cooled gas refriger- 
tor, he adds, “has never enjoyed 

e opportunity of sale in a full 
ew residential construction mar- 
et’; none of the years 1933-39 
ffered a potential equal to the| 
1910-1944 average and 1940-43 | 
vas a period of “restriction, con- | 
ersion and war.” 

“Even the most conservative 
postwar expectancy will show 
that we will be confronted with | 
an important new sales opportun- 
ity in the postwar period,” he said. 
“Plans for a market so important 
must be specific and not just part 
fa broad general plan.” 


Experts Testify 


The role of home building in 
postwar construction, the modern | 
architect’s place, and the gas in- 
dustry’s opportunity in residential 
building are discussed in the Ser- | 
vel publication by business paper | 
and American Gas Association ex- 
ecutives. 

A. M. Beebee, chairman of the 
association’s postwar planning 
committee, which has_ already 


Roush ie 


ACTIVE 
SALT LAKE. 
MARKET 


Utah has one of the high- 
est per capita ratings as 
a radio listening market. 
JOHN BLAIR & CO. 
National Representative 


SG. ve 


In May, the question “What one magazine do you consider 


en 


TO SAY THEM 


most broadly useful to you as a management man in business’’ was 


put to the presidents of all the companies listed in Poor's Register of 


Directors & Executives. 


Research Corp. 


The survey from start to finish was in the hands of Ross Federal 


The answer came back ‘Business Week" . . . Business Week 


ahead of both the next two magazines combined! 


Details will be sent you on request to Business Week, 330 


West 42nd Street, New York 18, N. Y. or any branch office. 


Business Week is the one news magazine which 
is all business, its editors all business writers, its read- 
ers all business men. Business Week is sold only by 
subscription. And Trend Studies prove that per dollar 
you can reach more (and more) management-men 
throughout all business and industry in Business Week 
than in any other magazine. 


TO SAY TO MANAGEMENT-MEN 
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ley circulation than any 2 other 
Chicago newspapers combined 
the largest circulation | 


gains in June registered la 
any Chicago newspaper! | 
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CHICAGO 
TRIBUNE 


PAPER 
“er a 3 i ile 


Average net paid total circulations 
of Chicago DAILY newspapers 


June, 1944 


PAPER 


PAPER 


PAPER 
‘6 D” 


When you can have more, why take less? Every day the people of Chicago and the midwest have a fresh oppor- 
tunity to decide which Chicago newspaper best serves their needs and interests. Their verdict is shown by the chart. 


VERAGING more than 960,000 net paid, 
Chicago Tribune total circulation on 
weekdays during June registered a_ gain 
over the same month last year of more than 
30,000—the largest gain of any Chicago daily 
newspaper. 
And Sunday Tribune circulation, averag- 
ing more than 1,300,000 in June, notched a 
vain of more than 60,000 


iny Chicago Sunday newspaper. 


the largest gain of 


On, weekdays last month, the Tribune de- 
livered from 465,000 to 640,000 more total 
circulation than other Chicago daily news- 
papers—more, in fact, than any two other 
Chicago daily newspapers combined. 

On Sundays in June, the Tribune delivered 
from 325,000 to 915,000 more total circula- 
tion than other Chicago Sunday newspapers. 

The editorial qualities which build deepest 


interest and attachment among readers. pro- 


duce the best results for advertisers. This is a 
fact made plain by advertisers themselves. 
By placing in the Tribune more of their ad- 
vertising expenditures during the first six 
months of this year than they placed in any 
three other Chicago newspapers combined, 
merchants, manufacturers and the general 
public testified clearly that it pays to adver- 
tise in the Chicago newspaper more people 


read and want. 


hicugo Tribune 


THE WORLD’S GREATEST NEWS PAPET 
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THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


Thousands Praise 


‘Revere Booklet on 
War Brutality 


New York, July 18.— Demand 
for copies of “You’ve Got to Give 
Up Something,” illustrated book- 
let of Revere Copper & Brass, 
Inc., advertisements __ picturing 
wounded war veterans and ap- 
pealing for greater civilian efforts, 
|/showed no signs of slackening last 
week, with 40,000 of 50,000 printed 
copies already distributed. 

The booklet, containing pic- 
tures of 12 wounded veterans, 
along with actual interviews con- 
ducted by Jack O’Reilly, New 
York photographer and illustrator, 
reproduces ads in the series, seven 
of which have already appeared 
during the past seven months in 
a list of publications including 
Business Week, Dun’s Review, 
Life, New York Times, The Satur- 
day Evening Post and Time. Copy 
urges maximum cooperation on 
the civilian front, particularly in 
war bond purchases, and empha- 
sizes that citizens must give up 


something in support of veterans 
who gave up much. 

Results of the series thus far, 
said C. Donald Dallas, president, 
“have been phenomenal,” and the 
company has made its remaining 
booklets available to others inter- 
ested in the war theme, as well 
as reprints of the ads for 
either in advertising or posters. 


Widely Distributed 


Daily requests for copies, ac- 
cording to Donald F. Haggerty, as- 
sistant advertising manager, have 
come by telegraph, telephone and 
letter from local, state and na- 
tional officials, industrialists, 
armed service personnel—both in 
an official and private capacity— 
Red Cross units, War Finance com- 
mittees, colleges, and private in- 
dividuals from all walks of life. 
Requests have been received from 
overseas and from individuals in 
South America as well. 

First mailing went to about 11,- 
000 persons, including President 
Roosevelt, congressmen, cabinet 
members, editors, mayors, gover- 
nors, public relations and promo- 
tion men, and to 8,700 industrial 
plants for use 


use | 


in house organs 


\AND THOSE FALLING UPON GOOD GROUND WILL GROW UP YIELDING FRUIT A HUNDRED FOLD 


HIGH, LOW, AND NO-PRESSURE LAMINATES 


The tremendous advances in laminated 
plastics are covered completely in a spe- 
cial article in Modern Plastics. The vari- 
ous types of laminates: high-pressure, 


low-pressure, and no-pressure are de- 


scribed categorically, end uses shown, 
and a complete table comparing the char- 
acteristics of laminating the three types 


is included. 


PLASTICS REPLACE METAL 


Molded plastics replace steel and bronze 
in the housings of stencil brushes by the 
Diagraph-Bradley Stencil Machine Corp. 
New brushes incorporate simplified, more 
efficient design. They are much lighter in 
They will 
the 


weight, much cheaper to make. 


be continued in plastics after war. 


PLASTIC GUN BUTTS 


Because wood butts split and are hard to 


manufacture in quantity, Army Ordnance 


turned to plastics for gun butts on the 
Browning semi-automatic rifle. Material 
is impervious to combat gases, resists 
fungus and slime, meets high impact re- 
quirements, withstands extreme tempera- 
meets exacting require- 
Plastics 
are doing the job, doing it well. 


ture variations, 
ments of weights and balances. 
Firing 
tests proved plastics ability, and the plas- 


tics industry is following through on 


production. 


PLASTIC EYES 


A romantic story which includes break- 
ing a German monopoly on glass eyes is 
told in July Modern Plastics. Dr. 
O. Noles of San Francisco studied Ger- 
back to 
Teutonic technique by making 


Unbreakable, 


easily polished, the eyes are so natural in 


Sidney 


man secrets, came America to 
improve 


artificial eyes of plastics. 


appearance that it is almost impossible 


to distinguish one from a real eye. 


IN THE FIELDS 
OF PLASTICS 


TRANSPARENT PLASTIC MODELS FOR TRAINING 


Ford Motor Co., Willow Run Bomber 
Plants, faced with the problem of quickly 
training thousands of new workers, uti- 
lizes transparent models showing the 
inner workings and construction of vari- 
ous parts of the B-24 Liberator. Through 
the use of transparent plastics, the work- 
ings of the most complicated parts can 
he 


learned. 


SEEDS. . 


. are short notes briefed from current 


now easily demonstrated, quickly 


issues of Modern Plastics Magazine. This 
is done with the hope that they will fall 
upon good ground and awaken by exam- 
ple an interest in the great things being 
accomplished by plastics. We invite you 
to study Modern Plastics—it is the meet- 
ing place of plastic minds, Its editorial 
staff is also a service staff. You may call 
upon its members any time to assist your 
thinking and planning. 


| employes. 
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SACRIFICE—This is one of the Revere 

advertisements in the bluntly-illustrated 

series calling for real sacrifices, too, on 
the civilian front. 


reaching an estimated 12,500,000 § 
Response has been en- 
thusiastic, with writers exclaiming 


that the campaign is the “finest | 


thing ever produced, and bound to 
be a collectors’ piece for years to 
come.” 

Among testimonials received by 
the company was one authorized 
by Secretary of the Treasury 
Henry Morgenthau Jr., which 
praised the campaign as one of 
the best produced. 


| Rubicon Names Counsel 


| vertising and merchandising coun- 
= 


| Form Duffy & Fabry 


|tigraphing and direct mail, 
| merged to form Duffy & Fabry 


Rubicon, Inc., New York « 
metic novelty company, has 
appointed Hirshon-Garfield as ad- 


Clifford J. Duffy & co: 
| Milwaukee agency, and the M. 
Fabry Letter Service, le Ai 
producer of mimeographing, mul- 
hay fe 


| Inc. 
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ALL 
AMERICA 


HE leadership of The 
Herald-Traveler in 


Boston is axiomatic... 
all America knows it. 


§ The selection of The 
Herald-Traveler in 
Boston is automatic... 
all America proves it. 
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§ The fame and the 
worth of this unique 
and potent selling me- 
dium is not confined to 
New, England, but has 
for more than ten years ' 
been a byword in the Pf 
advertising councils of jw 
America. 


Always First in Boston 
Often First in America 


ee 


HERALD- TR. AVELER 


Boston, Massachusetts 
— 
George A. McDevitt Co. 


National Representatives 
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Two Home-y Words Telling Why It’s 
Chicago’s BASIC Advertising Medium 


“Welcome, friend!”...Multiply this simple phrase more than a million 
fold and you get the measure of feeling which so strongly supports 
The Chicago Daily News... An evening newspaper, a family news- 
paper with more than a million reader-friends who at the end of 
every week-day say “Welcome, friend!”...Chicago’s key audience 
for advertisers—and how well business executives throughout the 
land know it!...For 43 consecutive years they have placed in The 
Daily News more Total Display linage than in any other Chicago 
newspaper, morning, evening or Sunday* .. Productive response, 
at maximum economy, has convinced them that they are right! 


THE CHICAGO DAILY NEWS 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 
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THE GREATEST SELLING POWER 
IN THE SOUTH’S GREATEST CITY 


50,000 WATTS CLEAR CHANNEL 
CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 


‘Thousands Praise 
Revere Booklet on 
War Brutality 


New York, July 18.— Demand 
for copies of “You’ve Got to Give 
Up Something,” illustrated book- 
let of Revere Copper & Brass, 
Inc., advertisements picturing 
wounded war veterans and ap- 
pealing for greater civilian efforts, 
|showed no signs of slackening last 
| week, with 40,000 of 50,000 printed 
copies already distributed. 

The booklet, containing pic- 
tures of 12 wounded veterans, 
along with actual interviews con- 
ducted by Jack O’Reilly, New 
York photographer and illustrator, 
reproduces ads in the series, seven 
of which have already appeared 
during the past seven months in 
a list of publications including 
Business Week, Dun’s Review, 
Life, New York Times, The Satur- 
day Evening Post and Time. Copy 
urges maximum cooperation on 
the civilian front, particularly in 
|war bond purchases, and empha- 
|sizes that citizens must give up 


|something in support of veterans 
who gave up much. 

Results of the series thus far, 
said C. Donald Dallas, president, 
“have been phenomenal,” and the 
company has made its remaining 
booklets available to others inter- 
ested in the war theme, as well 
as reprints of the ads for 
either in advertising or posters. 


Widely Distributed 


Daily requests for covies, ac- 
cording to Donald F. Haggeriy, as- 
sistant advertising manager, have 
come by telegraph, telephone and 
letter from local, state and na- 
tional officials, industrialists, 
armed service personnel—both in 
an official and private capacity— 
Red Cross units, War Finance com- 
mittees, colleges, and private in- 
|dividuals from all walks of life. 
Requests have been received from 
overseas and from individuals in 
South America as well. 

First mailing went to about 11,- 
/000 persons, including President 
Roosevelt, congressmen, cabinet 
member 
nors, pl 
tion me 
plants 


use | 
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“You've got to give up something” 
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| Form Duffy & Fabry 
Clifford J. Duffy & Associates, 
| Milwaukee agency, and the M. J. 
Fabry Letter Service, Milwaukee, 
producer of mimeographing, mul- 
| tigraphing and direct mail, have 
=— to form Duffy & Fabry, 
|} inc, 


IN THE FIELDS | 
OF PLASTICS | 
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ALL 
AMERICA 


HE leadership of The 
Herald-Traveler in 


Boston is axiomatic... 


all America knows it. 


‘AND THOSE FALLING UPON GOOD GROUND WILL GROW UP YIELDING FRUIT A HUNDRED FOLD 


§ The selection of The 
Herald-Traveler in 


TRANSPARENT PLASTIC MODELS FOR TRAINING 


Ford Motor Co., Willow Run Bomber 
Plants, faced with the problem of quickly 


turned to plastics for gun butts on the 


HIGH, LOW, AND NO-PRESSURE LAMINATES 


The tremendous advances in laminated Boston is automatic... 


Browning semi-automatic rifle. Material 


is impervious to combat gases, resists all America proves it 


plastics are covered completely in a spe- 


° ° . ° ° cus and sli > ets io ; yact re- 
cial article in Modern Plastics. The vari- fungus and slime, meets high impact re 


training thousands of new workers, uti- 
lizes 


§ The fame and the 
worth of this unique 


- - ire > s. j sts s ex » »te rile . sn: > > ; 
ous types of laminates: high-pressure, quirements, withstands extreme tempera transparent models showing the 


inner workings and construction of vari- 
ous parts of the B-24 Liberator. Through 


ture variations, meets exacting require- 


low-pressure, and no-pressure are de- 


+4442 OOOH OS Hee Oe 


scribed categorically, end uses shown, ments of weights and balances. Plastics a a hi * 
and a complete table comparing the char- are doing the job, doing it well. Firing the use of transparent plastics, the work- | ag ” ent selling me- ps 
acteristics of laminating the three types tests proved plasties ability, and the plas- ings of the most complicated parts can dium is not confined to fw 
te included. tics industry is following through on “a easily demonstrated, quickly New, England, but has : 
; aa earned, 

PLASTICS REPLACE METAL — | fy formore than ten years 
. PLASTIC EYES SEEDS... | been a byword in the > 

Molded plastics replace steel and bronze “es ; aw Meee ey ey . are chest notes beicted fram curcent at , 
in the housings of stencil brushes by the Te gi) ieee a zg issues of Modern Plastics Magazine. This advertising councils of 
Diagraph-Bradley Stencil Machine Corp. Wik en sag oe mle $ is done with the hope that they will fall America. ‘ 
New brushes incorporate simplified, more told in vuly Modern sncties. sf Sitine; upon good ground and awaken by exam- * , 
efficient design. They are much lighter in O. Noles of San Francisco studied Ger- ple an interest in the great things being * Always First in Boston 
weight, much cheaper to make. They will man secrets, came back to America to accomplished by plastics. We invite you * a . _ . 7 
be continued in plastics after the war. improve Teutonic technique by making to study Modern Plastics—it is the meet- . Often First in America 7 
artificial eyes of plastics. Unbreakable, ing place of plastic minds. Its editorial - 
PLASTIC GUN BUTTS easily polished, the eyes are so natural in staff is also a service staff. You may call ye ’ 
Because wood butts split and are hard to appearance that it is almost impossible upon its members any time to assist your ; . 
manufacture in quantity, Army Ordnance to distinguish one from a real eye. thinking and planning. + ’ 
: 
MW HERALD-TRAVELER 
. * Boston, Massachusetts ; 
, * ‘ 
t an 7 
e George A. McDevitt Co. ' 
* National Representatives * 
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Two Home-y Words Telling Why It’s 


Chicago’s BASIC Advertising Medium 


THE CHICAGO DAILY NEWS 


DAILY NEWS PLAZA: 400 West Madison Street, 
DETROIT OFFICE: 7-218 General Motors Building 


CHIC 


AC 


“Welcome, friend!’... Multiply this simple phrase more than a million 
fold and you get the measure of feeling which so strongly supports 
The Chicago Daily News... An evening newspaper, a family news- 
paper with more than a million reader-friends who at the end of 
every week-day say “Welcome, friend!”...Chicago’s key audience 
for advertisers—and how well business executives throughout the 
land know it!...For 43 consecutive years they have placed in The 
Daily News more Total Display linage than in any other Chicago 
newspaper, morning, evening or Sunday* .. Productive response, 
at maximum economy, has convinced them that they are right! 


oO 


- : i $ ee nn ‘ : a foe x a : ak: zi £ . a c a iy ’ . el, 
= ey & 
\ “ey 4 “8 -. ° 
t } ae ae ii 
a 
: ‘ a= - 
| “¢ | fame AE: 
ke Bet ag: ’ = a sae pes 
F Pe es . 3 ee ‘ ae” alate 
Ae SOY is | | gw’ AS %\ a ~ fe 4 a 
i — -: Fa Tm. 5 f A Bs % = ey Mes 
tts " geo} he a * gia py <4 4 —_ Bs 
- ; SF - * be Se — sa ae 4 Se a , | 
. — = oe am «Cb é o 
i > Ss s — be ’ J er eg e : 
Ss ef \ a e 
| & £ ie i et a - _ 
' ‘ 4 A mee & ye Se — ee 
RE 0 e “3 ee i. f Meas i % ome ee Sg Bad Ree eS 
| Jaren we a 
re ees. ail i a | ee ge A D oo g : ‘ ‘ ett Oe 
1 @ — F ™ - «9. eee wl bes peehn | a 
é _ pile’ Sa 5 ict 4 4 : nti, * N ’ = . 
Ore ss ‘ ; > bP = ; oS ‘ | — Cees . F & ee oe / = 
a an |! eee an és ‘ =, s | 
np ef i . es = ae 4 
ry : Bs. ’ a} s od ee ee { a ‘ > ; 
r 7 Pe ‘2 Me e * £ 4 Pe setae ; ta e i. Tg? % ee 4 : | E - 
‘ ; ines i= : yi una: eal Ps % ‘ : x ; 
ee / { | ge : pss ase ‘ e 4 é 
— Re .~¢ sap i isd 4 oT é Z . .o tie” “ ago aS Piss cw 4 iF -.. ? /. 
— P ee Bese ." ee. a Bee a a a 3 Es ge Pe a ee } ie ks a . Z ee 3 a . S BT ig eo ea 2 e 8 : — ; ee 4 A 
rR: ie a Ss ‘7 ee > a - ee Snipe pag. a” ee : \) ke a, ' 
= . ‘=? : # it i. ; fe a ag Ee ...- et N Lae 
—— | 3 fs sie en = 5 & 2 f ie ; es sees pe ‘i bw 4] os er m : Be ee as oy SS eee a, ; Gh ies 
—— a a “ i. - es a : ? ’ a oe i 3 Ao ey # oe ' f. # we. : 2 ae Sas ag i Yo o ee : ae ‘ 
— 3 g ee ks : : bg | gees ee ie se ge oy x ae é . a ee a. we eee ack a 4a i a 
——a 4 — — oz pa eg: Se ae #4 age # a Beye ee x é at % Mites: Soi io 
— ‘F Y Ce 3 io oe ‘ i eee He ; ee ‘ & . # : ee te Pi i Be ts « = . 
| ies ‘4 Ea ._ eae 5 é Be ‘ pe re Be § be, a & e 4 Hie = = al i ls 
— ot i aan . aoa : : a ae ae ee os wi- . ae el Se 
ay ." e fe " 4 s ie acl Pa aS ee : Pie e - ie 2 . Sa a ; é oy “S: mois ee é ' a os F. = oie + ei fe 
a = oe a he ot ; tes ewe: ba aay ee . Se ae ae é \ se Cole ae ae 
tes, s 4 ae ee f ye é i - Ge 3 7 : iy i. ‘% — — eh be 
ee aa | ee SR Se a ee i é 4 4 ig 1° oe — bios ee a ae 7 
ae Ls ? i are eee ras ee a _ Fe 4 ee y 40) 4 ae ee agin ae 5% OM B " 
¥ } . ££ - ae a ee ee — . & x4 te. me eS ae Eg ule: ane 
7, aa ba alee a ee # » ie oo 4 Ls ‘ ae 3 i oo > ellie 
ave of 32 wy ee ‘ eS Pe | T NE cy | G AGO 2 ee B= a 
‘y am © a Rie BS fora 1 og, . oe oat, oe a 
ry, . i: é ie 5 ek \ ns W S ee * : oe . ti Z| F 
A "9 22a \\\ DAW, NEY ° ee Z 
a a * 
a 
a) 
wy 
ae 
ee 7 
ee | 7 
“ae: 
‘ ba 
oS eek 
5% eae ys ‘Tae 
- a “2 
in ~ + a 
oa 
f 
AN FRAN FFICE: H fing 


18 
Name Goldman & Gross| Portland Store 


Goldman & Gross, Chicago, has | 


been named to handle advertising | Runs Series on 


in national magazines for Cooper, 


Wells & Co., St. Joseph, Mich., 
maker of Admiration ice: Postwar Plans ’ 
Harold Gross will be account! portland, Ore., July 19.— Meier 


executive. & Frank Company, 87-year-old 
. ‘Portland department store, has 

Berens Moves Office ‘launched an unusual series of full- 
Julius G. Berens has moved the | page newspaper advertisements in 
public relations-publicity organi-|which the company will review 
zation bearing his name to larger |its growth and service and project 
quarters at 101 Park Ave., New| its postwar plans, at the same time 
York. ‘carrying the banner for the con- 


tinued purchase of war bonds, 
“so that you may carry out your 
personal postwar plans for your 
family and home.” 

The series is being started with 
an introductory advertisement, 
which sets the background for the 
ads, after which come seven pages 
relating the history of the store 
from its beginnings in 1857. In 
each case the advertisement is 
labelled as one of “a series of ad- 
vertisements relating the story of 
its origin and growth, together 
|with its postwar plans,” and in 
|each case, the reader is urged to 


“Look for the next advertisement, | 
‘On the Eve of the Twentieth | 
Century.’ ” 

The final advertisement, ‘“De- 
sign for the Future,” says that of 
necessity, postwar plans must now 
be presented in general terms, but 
that residents of Portland can look 
for new elevators and escalators, 
the most modern advances in 
lighting, air conditioning and 
soundproofing, entirely redesigned 
and refurnished floors and depart- 
ments, and a host of improve- 
ments designed to give eS | 
an up-to-date store. 


@Did you ever think why a housewife reads a 
Not the beautiful 
always pictured in the testimonial ads. 


society bride 
But just 


whose 


newspaper? 
a middle-class, middle-aged housewife 
name could be Smith or Cohen or one of those 
curious American names like Turnipseed. Do you 
suppose she’s interested in the same news which 
appeals to a business man, for instance .. . the 
detailed war communiques, commodity and stock 
prices or even political news? Obviously not. 

@ Her interests are the same as all women from 
the beginning of time. Romance, babies, parties. 

Latest hair-do tricks, how to can peaches, when 

will nylon hosiery be available. Of course, she 

reads news ... . provided it is women’s news. 

@ What we are trying to say is that the formula for 
editing a newspaper so it will appeal to a house- 
wife is definitely different from the formula for 
attracting man-readership. It ought to be evident 
that a newspaper is a great force exactly in the 

A well- 


balanced newspaper serving an entire community 


measure that it satisfies every interest. 


has to appeal to all classes, all ages. 


@ The Memphis Press-Scimitar is one of America’s 
finest evening newspapers, we think, because in 
its community it strives for and does achieve a 

The 

reads it with a high degree of readership, and so 


complete balance of interest. housewife 


does the business man. And because it is so very 
close to all its readers it is a great newspaper 


with an outstanding reader influence. 


MEMPHIS 


PRESS-SCIMITAR 


A Scripps-Howard Newspaper 


& 


Advertising Age, July 24, 19 
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POSTWAR) SERIES—Meier & Fran) 
Co., Portland, Ore., department store 
has begun an unusual series of full 
page newspaper ads relating the his 
tory of the store and explaining post 
war plans for improvements. This is 
the first ad, following an "introduc 
tory" page which introduced the series 


British Farmers Plan 
Prestige Advertising 


The National Farmers’ Union, 
Britain’s strongest group of farm 
interests, has recommended that 
members’ subscriptions be dou- 
bled, raising its funds close to 
$720,000 annually, of which $145,- 
000 would be devoted to “telling 
the public what farmers are doing 
to feed the country.” 

The union’s aim is to increase 
public respect for British farmers 
and if possible prevent recurrence 
of the serious slump which fol- 
lowed the first world war. 


Seek Tele Station 

Pulitzer Publishing Company, 
which operates Station KSD and 
publishes the St. Louis Post-Dis- 
patch, has filed with the FCC for 
license to operate a television sta- 
tion in the St. Louis area. 


where does 


MAGAZINE 
and 
RADIO 
advertising 
penetrate least? 


Of course magazine advertising 
and radio broadcasting blanket the 
country. Yet when it comes to effec- 
tive penetration in the big cities 
there are millions of potential cus- 
tomers magazine and radio adver- 
tising doesn’t reach. It’s like sleep- 
ing with a short blanket, it has 


plenty of breadth, but the all im- 
portant toes are out in the cold. 
There are two publications in the 
two most important big city markets 
—New York and Chicago—publica- 
tions which provide magazine read- 


Besides its high readership, the 
Press-Scimitar is a great news- 
paper because of its outstanding 
record in community leadership. 


A great social force, no American 
newspaper has a finer record of 


worthwhile civic achievements 
than the Press-Scimitar. 


ership and in which 4 color maga- 
zine pages reach a relaxing ready- 
to-read audience of over a million 
families on the weekend. They are 
the 


SATURDAY HOME MAGAZINE 
AND COMIC PICTORIAL 


distributed every Saturday with the 
Chicago Herald-American and the 
New York Journal-American. This 
provides the opportunity to supple- 
ment and secure greater penetra- 
tion of magazine advertising where 
there are more people able to buy 
than in any other markets in the 
country. 


Represented by: 


AMERICAN WEEKLY, INC. 
959 Eighth Avenue, New York 19,N.Y. 
Hearst Building, Chicago 6, Ill. 
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ser 


“Miss Consumer Preference” is always one 
desirable lady. She is most receptive to your 
product or service when you are persistent 
in your appeal. 


In these strenuous war times, the slogan 
“Out of sight, out of mind” is truer than 
ever before. 


CENTRAL OHIO'S 


SINGLE 


Hence, whether the supply of your product 
is up to normal or not, you should have 


post-war times in mind. 


You will reach the big majority of the Miss, 
Mrs. and Mr. Consumers in this billion dol- 
lar Central Ohio market when your mes- 
sage appears in 


THE COLUMBUS DISPATCH 


GREATEST 


SALES INFLUENCE 


National Representatives— Omara& Ormsbee — New York, Chicago, Detroit, Los Angeles, San Francisco 
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Named Ad Manager 


; Buk 
-EROTEN FOODS 


Complete Coverage 


of one of the 


wer 


| tising manager of Thomson dailies, 
|including The Canadian Observer, 


John R. Hamilton, formerly with | Sarnia; Reporter, Galt; Sentinel- 


the Daily Press, Timmins, Ont.,| Review, Woodstock; and the Trib- 
has been named national adver-| yne, Welland-Port Colborne. 


He 


| will be located at 2320 Bank of 


___|Commerce building, Toronto. 


'|Heads Casein Company 


W. F. Leicester, formerly vice- 


| president of the Casein Company 
of America, division of the Borden 
Company, New York, has been 
lelected president. He succeeds 
| William Callan, who continues as 
| vice-president of Borden and a 
| director of the Casein Company. 


New Ward Catalog 


Markets $5,950 
Diamond Rings 


Chicago, July 19.—Fewer pages 
but some costlier items—such as 
$5,950 diamond rings, tax included 
—are included in the new fall and 
winter catalog going out to mil- 
lions of Montgomery Ward & Co. 


Ward catalog, includes diamond- 
studded wrist watches, at $800, 
and many other less expensive 
choices. The catalog cover shows 
a black Persian lamb woman’s 
coat, available at $570, and not the 
picture of Sewell Avery being car- 
ried out by G.I.s, as some wags 
had suggested. 

Because of short supplies, sev- 
eral items still offered by the com- 
pany’s retail stores are not adver- 
tised in the new catalog. Mail 
order applications for which there 
was no merchandise to send out 
piled up to the tune of $105,000,000 
during the last fiscal year, and 
were handled at a bookkeeping 


greatest Larsen Joins McCann 

Ben Larsen, formerly art direc- 
tor of D’Arcy Advertising Com- 
pany, St. Louis, has been ,ap- 
pointed art director of the Minne- 
4! apolis office of McCann-Erickson., 


post-war industries 


mail order customers. 

First mailing of the 936-page 
book, compared with 1,154 pages 
last year, has already.resulted in 
“several orders” for the expensive 
emerald-cut diamond rings, the 
company said. Other jewelry, the 
highest quality ever shown in the 


vealed. 


Use Dummy Figures 


to women’s wear offerings. 


expense of $8,000,000, officials re- 


More than 250 pages are devoted 


An 


innovation this year is the show- 


| 
| 
| 


LISTEN IN! 


Advertising Managers say: 


"The ads you have selected 
are gems in the field dis- 
cussed. This portfolio 
should be extremely helpful 
to the advertising industry y / 
as a whole." 


"You've done a swell and practical 
job — makes one think!" 


"Excellent. Good ammunition to 
fight inertia." 


"Interesting and thought-provoking." 
"I think they are very worthwhile." 
"Illuminating and instructive !" 


"Quite a thorough analysis — full 
of ideas." 


Advertisers and Agency People’ 
comment on A.B.P.’s 
FREE STUDY of TRANSITION COPY 


Agency Executives say: 


"From it we got ideas of interest 
to several of our clients." 


"The ads you selected for 
this group were well chosen — 
not only are they interesting 
and educational, but a real stim- 
ulation for better ads." 


"Gave me some parallel thoughts to 
Start my thinking on other ac- 
counts having the same problems." 


"It fills a definite need.” 


"Any advertiser or advertising 
agency with a transition job to 
do can get real help from this 
material." 


"Excellent as idea file." 


Sales Managers say: 


"Your Transition Themes are 
the best field pieces of sales 
armament we have yet seen for 
the barrage that must hit the 
peace-time prospects." 


"Very good — they indicate a trend 
we all must be prepared for." 


"Highly instructive and helpful." 


"Much obliged for your services." 


Top Management says: 


"., . . the transition stage for 
us, as for many, is the key 
problem of the moment. There- 
fore, your excellent compilation 
of transition themes has provided 
us with an exceptional formula 
which will unquestionably guide us in 
shaping our own individual approaches 
through messages in the business 
papers." 

"We appreciate this material and es- 
pecially the comments indicated on 


*NAMES ON REQUEST 


WHY NOT SEND TODAY FOR YOUR 
FREE COPY OF THIS TIMELY RESEARCH? 


The cost of preparing, producing, and distributing 
this study is borne by the member publications of — 


THE ASSOCIATED BUSINESS PAPERS 


A national association of business publica- 

tions devoted to increasing their usefulness to 

their subscribers and helping advertisers get 
a bigger return on their investment. 


“in Business Papers .. Look for this Seal of Integrity.” 


each sample advertisement." 


rrr wrwrnw www wn wm wm mw wm Mw ew ew wees 


! THE ASSOCIATED BUSINESS PAPERS 

I Dept. 101, 205 East 42 Street 

; New York 17, New York 

I Please send me a free copy of ‘Transition Themes for 
i Business Paper Advertisements." 

I NAME-—— — 
I COMPANY-— — 
! TITLE —___ = 

I 

1 ADDRESS 

: ll —_— 


Advertising Age, July 24, 1: 


ing of women’s undergarments 
dummy figures instead of 
models, permitting larger illus: 
tion of the merchandise it 
Men’s bathrobes and shoes 
similarly displayed, while sto 
ings are not displayed on legs. | 
Powers and Conover models 
help sell the fashion lines. 
Although no national campa 
is being pushed in behalf 
Ward’s merchandise coupon bo: 
several of the company’s 640 re 
stores are using newspaper sp 
to promote these credit aids. ' 
books, on which tests were fi: st 
made several years ago, are usd 
in connection with the time p;»- 
ment plan and are available 
$10 and higher denominati: 
Purchasers are told to “Buy them 
on credit . . spend them like 
cash” and may use them in store 
purchases. The device is consid- 
ered a convenience for custome’s, 
who need establish their credit 
only once to obtain the coupon 
book; and for department clerks 
who may accept them as Cash, 
The coupon book may be added io 
a .customer’s monthly payment 
account which Ward opens for any 
purchases totaling $10 or more. 


Named Albany Ad Mar. 


W. Parkman Rankin, formerly 
display advertising salesman for 
the Knickerbocker News, Albany, 
N. Y., has been appointed national 
advertising manager of the paper. 
Garrett S. Smith, now serving in 
the Navy, was previously incor- 
rectly reported by ADVERTISING 
AGE.as the new national adver- 
tising manager. 


Joins Home Publishing 


Thomas Meade, formerly with 
the RCAF and previous to that 
with the Calgary office of Mac- 
Laren Advertising Company, has 
joined the advertising staff of the 
Home Publishing Company, Win- 
nipeg. He will represent National 
Home Monthly and The Prairie 
Grocer and Provisioner on the Pa- 
cific coast. 


SOUND — 


The loudest noise in the 
world makes no sound if 
there is no one to hear it. 


The finest radio program 
in the world is useless if 7 
there is no one to listen. 


Broadcasts 


KVOO Oklahoma's most 
powerful signal . . . 


KVOO serves Oklahoma's 


most populous area .. . 


KVOO broadcasts the 
finest in NBC and locally 
produced programs . 


More people in Oklahoma 
listen regularly to KVOO 
than to any other radio 


station. 
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Vast Shifts in 
Postwar Income 
Groups Forecast 


Crowell-Collier 
Study Sees Major 
Market Changes 


New York, July 20.—Tomor- 
row’s mass market apparently will 
be “the equivalent of the quality 
market of yesterday,” with con- 
sumer units above the $2,000 in- 
come level receiving an estimated 
78% of total U. S. cash income in 
1947—provided that the economy 
operates at or near a capacity 


|postwar markets, undertaken by 
|Dr. J. Frederic Dewhurst, of the 
| Twentieth Century Fund, for the 
/research department of Crowell- 
|Collier Publishing. Company. 

| Striking changes in distribution 
of aggregate cash income among 
income classes are shown in the 
study. Whereas the projected fig- 
ures show consumer units above 
the $2,000 income level getting 
78% of the total cash income in 
1947—assuming that year as the 
first normal postwar year with 
operation of U. S. economy at 
capacity level—only 47% of cash 
income was received by this same 
group in 1935-36, and 68% in 1941. 


Record Peak Seen 


“All in all, it would appear that 
the mass market of tomorrow will 
be the equivalent of the quality 
market of yesterday,” Dr. Dew- 
hurst says. “With capacity oper- 


ation, some 21 million of the 45 
million consumer units (families 
and single individuals) would re- 
ceive nearly $100 billion of income 
—10% more than total consumer 
income in 1941, the best peacetime 
year on record.” 

Citing figures included in the 
widely-distributed Department of 
Commerce study, “Markets After 
the War,” the economist points out 
that if the 1947 potential of full 
employment and capacity opera- 
tions is. achieved, ““American busi- 
ness can look forward to a con- 
sumer market nearly three times 
as large as the worst year on rec- 
ord, more than twice as large as 
in the mid-period of recovery 
from the bottom of the depression, 
and over 40% above the most 
prosperous peacetime year.”’ With 
capacity operation, $127 billion 
consumer income will be distrib- 


uted among the estimated 34 mil-' 


lion families and 11 mitlion sinyle 


(than $2,000 


Advertising Age, July 24, i9 
in 1935-36, as co; 


individuals who comprise the °47| pared with 36% in 1941, and 46 


total of 45 million consumer units. 
The over-$5,000 income group, 


in 1947.” 
The figures show a rise from 


the projection shows, will embrace | average income per consumer 


8% of all consumer units in 1947, 
compared with 2% in 1935-36, and 
4% in 1941, a year of relatively 
high employment. This same over- 
$5,000 group will get 32% of the 
cash income, compared with 19% 
in 1935-36 and 22% in 1941. 
The proportion of consumer 
units and of income in the lower 
income classes declines sharply, 
and increases substantially at the 
higher income levels, the study 
points out. “Only 41% of all con- 
sumer units would have cash in- 
comes of less than $1,500 per year 
in 1947, as compared with 49% in 
1941, and 73% in 1935-36,” Dr. 
Dewhurst says. “At the other end 
of the income scale, only 16% of 
all consumer units received more 


‘of $1,500 in 1935-36 to $2,150 
| 1941 and $2,820 in 1947. The es: 


mated family income in 1947 ave 
ages $3,280, as compared wi: 


/ $1,460 for single consumers. T) 
'median income of families is abo 


$2,210, of single consumers, $93 

Marked difference in the ec 
nomic status and buying pow: 
between these two groups, D 
Dewhurst shows, is evident fro 
the fact that although famili: 
outnumber individuals by on 
three to one, they receive nea: 
seven times the cash income. A; 
proximately half of the sing 
individuals fall below the $1,0) 
income level, as compared wi 
less than one-fifth of the famili 
while 31% of the families, thous 


level. 

That is one of the major con- | 
clusions in a_ recently-completed 
projection of family incomes and | 


don’t 
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STEEL'S New Postwar Market Selector is a convenient slide chart that will give 
you a-concise picture of the plans and thinking of the Metalworking Industry 
with regard to postwar production. STEEL Magazine gives you coverage of 
the key men who are now making these plans and who will translate them 
into action in plants that produce well over 90% of all metalworking volume. 


Ba ce ; " se 
Sek: ve 
eas 22 ee 

3 ‘ ‘ : 
- ee ly 
a ee . ve 

ee. Tu 

pe | . wo 

7: ee . 4 

ig ee idy 

F er a ld ed 
, ee ; | era 

: a en. os os 
= m if he 
= a . a ' |po 

ists “— ' Ss 
ee ae : 

* PRES: ee =a d 
4 i its 

fae, . 

aun m4 cel 
ae f sh 
sees. es Vict 

ira. C 

a ie Nt a : i ané 

: an 

i ~~ 2 esi 

a. 3 ee mn. 
Ts : — 
s 4 a. 

aa if 
are : | 
“= & 

. 3 . : . , . . 7 ‘ ee 3 
=> | — — 274. mn — =.)  «& a? ~_ 3 LT ea, a pity om onl eS 
a os =. Se kee | FE oe tL + ~ ; = — ao wd ee t oe A . : t* 
oh : ~  % * : Be c =f B 1 = 
or eR A NNN TRS - =:  . Ss Ss ; =p . Sonal Yy 1 = Sue TS ae + 
sf os =. me a ae : ‘tem. * ae ‘ rf 7 —- i - 
aia 7 x * . he —— “ea \ S y- S 
aa Cth ee Ate QELS UCS pS ssn” Pewee WS 
ie im ay ae 3 i. 3 ‘ = So rege a me th & “ oa : : 
ae a, a Cate - — re : 4, . : 4 , aS j . . : 4 : ‘ud : 4 ‘ 
a > os < 3 é : a Circ 4 ee ; =: a ee : if 
ee " ce ¢ cae yh 3 J n ase Zs va ¥ . e 
om : a] at r # ‘, 73 y Le ee Nee Lea ‘ . * - 
= te -— ays ret tee Panera iia ind : ‘ = 
als 4 : ‘ is hs agi ins in v ag E 
ae »* he Se eS hg sa a F ; sia ater?” ‘ 5 ae Te Ne 
— eR cs Lae _ ad met” <a ie as 
aa Ve ‘ SS 5 ey ig "a e Fath are 

i 3" a pwn” aw i cgaiahtrs. Pei 
“orrer " ‘ - i ail os , Ban ae oie te «ae? * eS PS egal 5 = 

pee . Ps,’ e is — ' me rs ee ad = y 

wo si E : < ae Fa i ' e o . <¢ . 7 nt as att * 4 . ‘. be 7 

we 7 . re 4 «ig e é J : \ Me Ek cial or “ * 
3 — ye . i es & aes , The et pect PRESEN cine rae ™ , asst a a & a ‘ STI 
ia Me i ? <<. Sim os ae ee — yecon TINUE menue o : = 

om “ Yeas ct WANED, EXTEND og TO Con puCTION ae ; oe fr ihe 

ig lh ai ere CeR NT AIGOV TOR wecaceTi@e © ane $ ia " an 

: Socal i Wea =9 _ , Ps eee 4 a stig ’ o be Aacsent pied yTyv on \ sat - 1 , ots .* ‘ 

Serle. {~~ es = . acquire hers ENT) capac | sovaercie : percu mm: 3 
pe ees 2. oe rt 10 no OF eT |p antes ee é: 

, = i | oe ee oO sep * em ; sh & 

* ES : ea eigeee ten? wave © pecomver’ ¢ 50 ape rie vo VERS Ler ; ; a 
= 3 Sc, |, ORS | “eeacens ——— ——Bos os ee Be. te cs 
Meet “Sia ate aw) a pacoucTio” spa : ‘Said f Rea ‘ ~ =: ; 

7 me ‘ : “eae on poste — 3 as ye \ af AA LU ?: ¥ ‘2 te Ti 
e ae ero0uct | atwan | enoove™® i an aaa os Se ie a ” 
ee gcront | proDuct 15 , aa. Fist, ng, wire FART cane = (eR ioe E~ @ ‘Ve awa 

a aes ; or z WAR . By + laine’: Cal yuries: me “4.0 ob 
: ae or j ucts are SPP* 1 Gao 3 4 24 i. —_— = 

i — ee vi Secu Sresuets tie ged Pie > eee 2 Sa » pro 

i a — wire Peers eerie Proewsuaiee We oo REO 4 = 

e i oe ee al as Favrieter tort \eor Legging) werent avs 9 A < a 4 : ; @ | we =+y - mat 

m= i > a ‘ ¥ 5 e Fai yart \" . rrestl™ war Y “a 5 = : . 

a a oa * : ? ‘ yerurat ee ca os ? 4 = oe a 25 ¢ 
; : i - -— ¢ a ' : Sere nen! S we *| a , . = : 35.6 
be : . a > ae or ysine 23 “2 + t« ¥ ry 
5 ge as! ety See ; : Galea 4 i a6 & ‘ >= «£ . 

emer -_ -.S | 3 | 3 a = so path woeh _ Bee 84) es) * 2° vel 

1 eco 4 . : a Contre sacids| ; % nih = : r d 

— UC ‘a * ¥ Tt 2 2 > ne . — ae 1’ oe ¥@ YY ; 

. - ae f AR (Beer Goer | will 

asin sd Fie i 4 ‘ osaf ‘ Coulee Ue Hardw ~~ eg : 2 

ee i - Tt ¥ sy eens arte ewe es, a ne Oe 7 * 6 \ = ¢ 4 “ — pre: 

Bie ae “ I \ concn rrcauets Meraceeine , OS ee ae 
7 Pips: . oe « % z Pe Et <s ish? eeu? pe 0 ’ heed rae ns } cm mo 
— ey R = ro ras wt Rass\=)  ) ii 
é ee } a ‘ 7 : , \ 
eh. = blade cue yore pe and IEE gears * ea 7 2 ‘ as * 

Cees |e 4 a 5 Part? gh Tratier*: ag Tuseenee ses. VN we | 0.0} n° “ty a 
“es ee r ST nus Sie BD <cusk noni “cunery ean Speei™® -” 6 *\ A = ? 

e i ee E Ne —_ 4 “ ai } # ~ 

a a a - a | = ; gene Supt went R aa m4 ae. 7 om =trs : 

a “og Soe Pay ul ; +, (pwr yen * irptare®  snoror? \ 6 ~~ 
oF =_— a nee ae mst) ce Ft, 

—. . - q ens ~ \ coat yes, TON inden nes + 4 az 2: 
- .s sell we ; % * or’ nt mot ot ro 7.9) § 
ey -_ a 7. a £ Bee q . neseerest an eae oe payoravl’® caver” « aoe ‘ gi 2) “7 : a “ ~ alo: 

2 ~~ “Vs i sea, 4 ‘ * * é j a 

i, > a ihe ; ont one Reeere Hontiind Unrest oe » eae kins th 

© eae change® a g Later ene: . oe @: : : 1a 

a “a es if : 7 oa une we itd ny nt a wP Ennis cninery a os + ig ‘ 

a ees = thesv? ne yanvre® : —Fx , 

a. hee 18 nates ers Oe const seis ag OT nie tere” a — : pee - 

eis RIN ye Bec err tae res a Nr a ee wd mo 
seat! oe rene 6 ae jon of Sow jae Toot MO, and Meee. nae Cie : at \ 

De Ba 3 eh eS agents! a 217 ar a pisot. Wach ras Tie ooiter® oe “ . oo a | | 

= : ub 4 = executire® exceiest eit oA astets NS . yeservrne™ anery We ip Ree 4 a3 s > J aev 

= ae 7 ge ERE ind gccret and bad ‘ nportant reese OF orice wach 4 gixe* , a0 “9 a \a las 
ip = i —e aad vaso jocate 3 giver eer piont as 33 *~ Jn 
ta des’ : pot at wo cow oF 8 a. o.8 ao : 

- & Y pear cold Oe Teg st rene 3 sie pla 
_ a ® - “7 wer Emme 
s : ee. ge i. ; ne weer for 7 ft tnd © w 0-100? On ghore® : ms } 

y we % 2 es pndustty 500 . ° re 

i “ZA, re dc pest ae Teor 20 ep Emolore : ye ene: , 

4 Soo eee a ee 

+ re a Oy ; ° 9 ee » me h & , oa se 
rr Noe vee et . Matec vise ag Me 
ee : <i : product poss tel — oe Zt ; = 

er eee igpatl a at ’ a. 4 eee Y 
; nes. ey, esis ae sane ® ‘ «+B is, Boe clans 3 ae =, { la 
pe eS fe i Nee Sica 4 penton te pe on eae tan eA - . 

St ers = tem ~ ie , te *& g'- Lh Patel SHY tees kee Pm, ee: = c 

22 in pi oe “a ‘ \ ann ° *- f ;  -oon stein Ais sete eee a ~d 8. 

eur a Oa peti ao pee are ef. Bae eye te + . ; de 

a Re . 4 “i gTEet tee aS ahs Naty = Re Bits ve J 1 

% . “ e * . Lat Bs a ee Be se aa ie gi Loy St 4 Se rec 

\ ? et <a a i ee a ea ee ita ree 

#3 >. ~~ a pee a ATA * Sit we eS ees fies. Ee Ge apt ye ote BE wes ek oe | bare | a 
r 3 a y es al “ Vn © —s ol pera Pee opiate Seve 1a Fold oat c a * Same 4 re 

2 See : “es oer rt ae Sate re i WE, ea eRe rete: ra 

SO i . : Ti aa e 5 ip Ray .. = Soe A Tt ee Dae —— wg es 

| ee =r 4 id ae = a 7 ee BAP bs ‘©. on tc 4 Se h 

“as aS: 7 y — ° ete yi OS ‘a sellin: ~ * re & we OA . he oe Be Teas, lll 

: Fe “*. —— ; ee i ae i? SS tec ee a te . 

_ aS “a > lll. a oe — wen}. - OL PRS), . 

See ‘ ae ea : , ie we I mal) ST a - *. ae a 
eb iy - ¢ ' ee oe rE OE edie EM Momen a ak — 4. > cm - i \ . > ae 

“ fe i =e. } she eo . ‘= e i e. a fie : ete: ‘ 2 oll ee ess . ity Om - a i i —s 1 7 ‘aa ‘Gs . i¢ 

a % et i a Me on — te. EF it} on ee i 3 eee 4 ‘ 

aa NS. pene Se oe, Dk Se | 
= <4 _ oe * peg Lapre 4 ' ~ ~ Pua [ate ‘.' 

i Mi SLR SST WSS TANS YS aS HS HEI : 

FS ‘ — a Se , ay ie re iy aS * : 2 Pe , . . hee tos % . 

SOSA SPS VS SRN we : 7 
ah ptame 1a ARN = = | | , 
\ ~ Se PSSA ~~ > = ae a ae = La . . a = 

.. =~ ee ee Oe — ee ~ “™ 3 m4 ‘ <= wt <= }sot 22 : 

: I 

ee l 

iT 
1 1 
] 
. . Li 
; l 
a 
SE ES EE 
5 ‘ 4 . - : ; eT ; . : 7 + ’ . a . 4 - 


bet ee Me te | i 


4 
: 


wf f 


vertising Age, July 24, 1944 


ivy 8% of single consumers, are 
sve the $3,000 level. 
Turning to the urban vs. rural 
ome distribution and estimates 
these markets in 1947, the 
idy declares that whether meas- 
ed in terms of total income, 
erage income, per capita or per 
nsumer unit, or median income, 
he urban market is far more 
portant than the combined farm 
d non-farm rural market. With 
s than 57% of the population 
d about 61% of the consumer 
its, urban consumers as a whole 
ceive three times as much total 
sh income as rural consumers.” 


McCarthy Elected V. P. 


Cc. L. McCarthy, for ten years 
ranager of Station KQW, San 


KWG Increases Power 


Station KWG, Stockton, Cal., 
has increased its power from 100 
to 250 watts on a universal pat- 
tern basis permitting equal signal 
strength in all directions. A new 
transmitter plant has been built, 
a new ground system installed and 
the transmitter towers heightened 
from 100 to 160 feet. 


Robotham Names Two 


William S. Robotham, produc- 
tion manager of Edward W. Ro- 
botham & Co., Hartford, Conn., be- 
fore joining the Navy in January, 
1942, has returned to the agency 
as general manager. Joseph C. 
Rehber, formerly art director of 


Tootsie Postwar 
Delivery Ads Get 
$7,000,000 Orders 


Hoboken, N. J., July 20.—For a 
month now they’ve been calling 
him “Scoop” Rich. 


Sam Rich is sales manager of 
Sweets Company of America, 
maker of Tootsie Rolls and other 
| Tootsie candies. A month ago, 
under his guidance, the company 
ran a one-page teaser ad in a 
| half dozen confectionery and gro- 


wholesalers were advised to “place 

| your orders now for all the Tootsie 
candies you want. Get priority on 
| postwar delivery. Be the first to 
| fill retailers’ war-starved candy 
shelves with popular Tootsie Rolls 
and other big-demand Tootsie 
candies.” 


Coupon Does the Work 


The company emphasized that 
priorities would be issued “strictly 
according to time your order is 
received. .. We will accept orders 
now for immediate postwar deliv- 
ery. . . We are streamlining our 
resources to meet the rush.” 
tured in the ad were a coupon 
order blank and a prompt-delivery 
certificate, with name of dealer in- 
serted on it, signed by Bert Rubin, 
president. 


Fea- | 


ancisco, has been elected vice- | McGraw - Hill 
pany, has been appointed consult- | “Scoop!” 
m. ing art director. 


esident and director of the sta- 


Publishing Com-j|cery papers. The headline was The same announcement was 


sent by mail to several thousand 
spread, | jobber customers. 


A week later, in a 


( WHO —~WHAT— WHERE —HOW —IN METALWORKING 


New Postwar Products 


Already Developed by 35.9% 
of Metalworking Plants 


STEEL magazine study reveals 
another 39.6% thinking 


about some 


The metalworking industry is keenly 
aware of the need for new and im- 
proved products to sell in the postwar 
market. STEEL’S survey indicates that 
35.9% of the plants have already de- 
veloped new products. This means they 
will be ready to go ahead as soon as 
present restrictions are removed or 


modified, 


Varies with size of plant 
and type of product 


The larger plants are much farther 


along with their new product plans 
than the small plants. Approximately 
50% of the plants employing 50% or 
more men have their new products 
developed and’ ready to manufacture. 
On the other hand, only 27% of the 
plants employing up to 50 people have 
their postwar products ready. 


Metalworking machinery is the highest 
classification in new products with 
58.3% of the industry reporting new 
developments. This indicates a clear 


recognition of the need to improve 


resent methods and machines. 


he picture varies with type of product 
anufactured: 18.1% of office equip- 
ent manufacturers have new equip- 
ient to offer, 56% of the instrument 
uilders, 28.9% of the machine tool 
cessory manufacturers, 47% of the 
ectrical equipment manufacturers, etc. 


New technological developments 


he 39.6% of the plants which are 
linking about new product develop- 
ients may be waiting in part for the 
iller revelation of scientific and tech- 
ical developments fostered by the 
ar. New standards of accuracy and 
loser tolerances, for example, will 
1ake possible many product improve- 


HOW MANY PLANTS HAVE DEVELOPED 
NEW POSTWAR PRODUCTS? 


THINKING NO 


YES ABOUT ACTION 


ss MM 359% MM 39.6% MM 245% 


Soc" WD ase MM 31% ME 20.2% 


cuca 50% MM 39% I 9% 


“O00 27.5% 40.4% 32.1% 


The charts show there is considerable difference in the degree of new product 
development between large plants and small plants. Similar differences exist 
between the different product classifications of the industry. Your STEEL repre- 
sentative has the complete data and analysis of postwar plans based on a new 
study of over 3000 metalworking plants. 


ments. Without a doubt, new product 
development will be stimulated still 
further within the metalworking indus- 
try as events unfold new possibilities 


data from STEEL’s latest study in con- 
densed form, Ask your STEEL repre- 
sentative for this convenient new Post- 
war Market Selector, or write us today 


for application in the postwar world. 


With plans so far advanced, your story 


for your copy. 


should be told mow to the men who (a =eEanes 


will translate these plans into action. 
STEEL reaches these men in the plants 
who are responsible for 90% of the 


metalworking volume. 


Complete information on product de- 
velopment by size of plant as well as 
product classifications are available in 
STEEL'S new Market Study. Other data 
concern the present answers of the 
industry to such problems as govern- 
ment plant capacity, expectations on 
after-the-war employment and _ pro- 
duction, subcontracting and time 


of reconversion. 


Also available is a new Postwar Market 
Selector Slide Chart presenting the 


STEEL 
Penton Building 


Cleveland 13, 


- - . 
9 RES HS Heer’ ey Ke 
. ~ od 


Ohio 


{ 


23 


There was a rush. A third 
ad in the series—and there will 
be others—will be headlined, 
“Snowed Under!” The first order 
was received on June 22. At the 
end of three weeks, 2,600 orders 
had been received, representing 
$2,000,000 in business. 

The postwar world looks pretty 
sweet to Sweets Company of 
America right now. 


Joins Simpson-Reilly 

Hugh Hollyday Jr., recently dis- 
charged from the Army after 28 
months of service, and formerly 
/national advertising manager of 
i'the Dayton News, has joined the 
|Los Angeles sales staff of Simp- 
| son-Reilly Ltd., publishers’ repre- 
sentative. 


Pittsburgh Promotes Two 


Guy Berghoff, for 10 years 
assistant glass advertising man- 
ager of Pittsburgh Plate Glass 
Company, has been appointed 
director of public relations. Bryan 


| England, editor of the company’s 


publications, will be assistant di- 
rector. 


ig, 10 
ag AYEAR 


FOR LATEST 


a. 
NEWS AND VIEWS 
ON WARTIME 
TRANSPORTATION 


AFFIC |e 


TRAFFIC WORLD 


Complete weekly coverage o 


all transportation news as— 
ODT Orders, 1.C.C. Reports 
Maritime Commission anc 
Civil Aeronautics News, Cour 
Decisions, Complaints, etc. 


TRAFFIC BULLETIN 
Weekly coverage of News Car 
$2500 


rier Tariffs, Special Permis 
A YEAR 


$150 


A YEAR 


sions, Embargo Notices 
Investigation and Suspensio: 
Orders, Dockets, Hearings, etc 


DAILY TRAFFIC WORLD 
and TRAFFIC BULLETIN 


Daily report of all wartim 

$189°° governmental bodies, Mari 

time War Emergency Boarc 

A YEAR ODT, OPM, WPB, OPA 
OPC, etc. 


Write today for more detailed informatior 
sample copies, and FREE 50-page manua 
entitled," A Guide to Effective Freight Trans 
portation Promotion.” 


TRAFFIC WORLD 


(Weetkey) 


CHICAGO 7, ILLINOIS 
418 SO. MARKET ST. 


. 
NEW YORK 17, N. Y. 
250 PARK AVENUE 
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Hyer SRO ee es KC Baking Powder 


~ COMPLETELY COVERS cs Saturday 
7 ‘Show on NBC 


BALTIMORE — AMERICA'S | | 
| Chicago, July 20.—With Jaques 


# SIXTH L See | Mfg. Company, Chicago, maker 
~w oer - - Sea heaeies a ae | of KC baking powder, sponsoring, 
»: * . We. | the “KC Jamboree” on NBC, be- 
|ginning Aug. 5, the network has 
|sold two and a half hours of its 
| Saturday morning time. 
—— The “KC Jamboree” will be 
=m) heard on 66 NBC stations, Sat- 
|}urdays, 10-10:30 a. m., CWT, 
~ | starring Curley Bradley, cowboy 
i | singer and actor. Contract for 52 
|weeks was placed through Leo 
| Burnett Company, Chicago. 


Shell Oil Renews 


Shell Oil Company of New Eng- 
land last week renewed its 10- 
minute news and sports program, 
| the “Shell Digest,” Thursday, Fri- 
Be iday and Saturday nights, 6:15- 

(6:25 p. m., EWT, on Stations 
§|WNAC, Boston; WEAN, Provi- 
dence; WICC, Bridgeport; WAAB, 
Worcester; WCSH, Portland; 
| WFEA, Manchester; WLBZ, Ban- 
| gor; WLNH, Laconia, N. H.; and 


sl 


WNBC, New Britain. 
Shell Oil is J. Walter Thompson 
Company, New York. 


Narragansett Renews 


Cranston, R. I., for the last six 
years a continuous sponsor of the 
Yankee Network news service, has 
renewed its series of one-minute 
participations in the quarter-hour 
evening editions, Tuesdays, Thurs- 
days and Saturdays on the entire 
Yankee Network in New England. 
Agency handling the contract is 
Arthur Braitsch Company, Provi- 
dence. 


Blondie Goes to Blue 


Sponsored by Colgate - Palm- 
olive-Peet, for Supersuds, the 
half-hour comedy series, ““Blondie,”’ 
will be heard, beginning July 21, 
on the Blue Network, 4-4:30 p. m. 
and 7:30-8 p. m., PWT, coast to 
coast. 


Table Products on Coast Net 


Tentatively titled “Stardust Re- 
view,” a new program featuring 
Hoagy Carmichael, pianist-com- 
poser of romantic hit songs, will 
be sponsored by Table Products, 
Inc., Oakland, Cal., on the Cali- 


Sa . Pe cesar 


% 


**...in the way they should go...” 


The war takes a city bred boy, sets the working and use of a compass, and 


him down in desert, jungle, woods or _ its correlation with maps. Millions of 


mountains, without a familiar landmark, these azimuth finders have been used . . . 


road marker, street sign or traffic cop And thus far, the Army seems to know 


. And if he doesn’t know where he is, | where to go as well as what to do! 


and where he’s going, he can lose his 


dinner, a night’s sleep, the lives of a Baus azimuth finder is only one of 


platoon, or a crucial battle! The Army _ the dozen training devices that Einson- ff 


insists that every man must know maps, _ Freeman has been privileged to produce # 


directions, orientation. . in the wartime effort to make better 


Maps were no problem.Compassesby soldiers sooner. Ideas have always been 


the million for training purpose simply — our business. But after this cram course 


didn’t exist! . . . So Einson-Freeman, in getting complicated ideas across to 


by invitation, supplied a substitute—a millions of soldiers . . . it’s going to be 


pocket size azimuth finder of cardboard — duck soup to get across simple ideas to 


and cellophane, so simple and clear that millions of consumers! ...No trouble 


no G.I. could miss with it... to teach _ to show our goods, any time. 


as 
Einson-Freeman Co., INC. WELL ORIENTED LITHOGRAPHERS 


STARR & BORDEN AVENUES, LONG ISLAND CITY, NEW YORK 


Advertising Age, July 24, 19 


Agency for|fornia Don Lee Network, begi 
|/ning July 30, 8:30-9 p. m., PW 
| Contract is for 13 weeks. 


Prodi 


is Nu Made mayonnaise. Agen 


lis Foote, Cone & Belding, Holl 
Narragansett Brewing Company, | 


wood. 
Lorillard, Matchabelli Renew 


Effective with the programs 
July 16, the “Old Gold Varie: 
Show,” Sunday, 10:30-11 p. n 
EWT, sponsored by P. Lorilla 
Company, New York, and t!) 
“Stradivari Orchestra,’ Sunda 
12:30-1 p. m., EWT, sponsored | 
Prince Matchabelli, Inc., Ne 
York, renewed their network co: 
tracts. 

The Lorillard contract, calli; 
for the use of the full NBC ne! 
work for 52 weeks, was place 
through J. Walter Thompso 
Company, New York. 

Prince Matchabelli, Inc., 
handled by Morse Internationa 
New York, and under the term 
of the renewal of the musical pr< 
gram will continue to be hear 
on 43 stations for 13 weeks. 


Jones Rejoins Bendix 


Wilbur C. Jones has rejoined the 
advertising department of Bendix 
Home Appliances, South Bend, as 
assistant to 
Walter J. Daily, 
advertising di- 
rector. For the 
last two and 
one-half years, 
Mr. Jones has 
been in Wash- 
ington as branch 
chief of the 
salvage division 
of WPB. Mr. 
Jones entered 
the appliance 
field in 1930 
with General Electric’s refrigera- 
tion department, and was later 
with Edison General Electric, Chi- 
cago, where he had charge of sales 
promotion for Hotpoint’s refrigera- 
tion and home laundry equipment 
departments. He joined Bendix 
originally in 1939. 


Standard Oil Promotes 


J. W. Ross, manager of the 
Wichita, Kan., sales division of 
Standard Oil Company of Indiana, 
has been promoted to assistant 
general manager of the western di- 
vision at Chicago. F. J. Swindell, 
former assistant general manager, 
western division, will be trans- 
ferred to the eastern division suc- 
ceeding the late F. H. Fillingham. 
Mr. Ross’s position will be taken 
by C. H. Lamoreaux, now sales 
promotion manager at Chicago. 


W. C. Jones 
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Pardon 


PHOTO A. GEORGE MILLER 


* You bet he’s busy putting the finishing touches on color process plates. To assure good printing 
results in the magazines, process plates must be made by seasoned experts. Accurate copy repro- 
duction must be accompanied by mechanical fitness. This means the ability to hold quality in the face of 
high speed wet printing. CM &H craftsmen are chosen for their topnotch skill and understanding of 


publication engraving requirements. Their hands are your insurance for successful printing plates. 


COLLINS MILLER & HUTCHINGS 


Chicago Pholoengravers 
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Reason-Why Copy 
Appears in Politics 

To the Editor: We know that 
you are always interested in the | 
unusual in advertising, and we be- 


lieve you will agree that the} 
painted board, photograph of 
which is enclosed, is truly un-| 


usual from the viewpoint of ordi- | 
nary political advertising stand-| 
ards, for three reasons: } 
a. The dominant note is a 
straightforward selling message. 
b. The name of the candidate 
is subordinated to this message. 
c. Layout and color selection, 
governed solely by rules of good 
outdoor design, resulted in a board 
of the caliber of the best com- 
mercial advertising painted boards. 
We believe that this board, de- 
signed and placed by this agency, 
illustrates the merit of applying 
sound advertising thinking to po- 
litical promotion. The same copy 
and design are to be used on litho- 
graphed 24-sheets to be posted 
later in the campaign on a state- 
wide Illinois coverage, in addition 
to other painted boards in selected 
localities. 


R. A. BURLEIGH, 
E. H. Brown Advertising | 
Agency, Chicago. 
_ v v 


Approves Editorial 
To the Editor: I like very much | 
the editorial, ‘““Media Invite Criti- 
cism,” in your July 3 issue. 
Please accept the thanks of the 
association and myself for such a 
helpful statement regarding one of | 
the important policies of our busi- | 
ness. 
H. W. MANz, 
President, Newspaper Adver- 
tising Executives Association, 
Inc. 


Le ee 


Frigid Error 
To the Editor: Your issue of | 
July 3 carries an article on the| 
postwar growth of home freezers, 
etc... In the last column you indi- | 
cate that there were 700,000 re- 
frigerators made the last year! 
before the war. The last full year | 
of production saw the manufac- 
ture of 3,700,000 refrigerators, | 
which leads me to believe that the | 
three million was inadvertently | 
omitted from your article... 
ALFRED CHADBURN, 
Assistant Secretary, American 
Society of Refrigerating Engi- 
neers, New York. 
[Editor’s Note: Mr. 
is right.] 


| 


Chadburn 


7, wv .F¥ 

Pony Edition Wins 
Enthusiastic Support 

To the Editor: The Service- 
men’s Pony Edition of ADVERTISING | 
AGE is a ten-strike! It’s a great 
idea, and we would appreciate 
having six copies monthly to send 
to our men overseas. 

JOSEPH KATZ, 


| 


The Joseph Katz Company, 
Baltimore. 
To the Editor: ADVERTISING 


AGE’s baby brother, called Serv- 
icemen’s Pony Edition, is a swell 
idea and a real service. I am glad 
that we were able to make ar- 
rangements to send copies to our 
men and women in the service. 
EDGAR KOBAK, 
Executive Vice-President, The 
Blue Network, New York. 


To the Editor: Congratulations 
on your first issue of the Service- 
men’s Pony Edition of ADVERTISING 
AGE. 

Our copies are going out imme- 
diately to our G. I. Joes recently 
in the advertising department... 
and I know that they will look 
forward to future editions with 
anticipation. 

GEORGE R. STEGE JR., 

Director of Advertising, Pep- 

sodent Company, Chicago 


To the Editor Thanks so much 
for putting me on the list to re- 
ceive your Servicemen’s Pony Edi- 
tion Couldn't resist reading it 
myself and am now sending 


This department is a reader’s forum. 


‘our boys 


|more important is that it can, in 


Letters are 


\ { 
a \ 


| Providence, R. I., agency before 
| signing up with Uncle Sam’s Army 
(and there is no 15 and 2 on this 
contract!), I was filled with a good 
deal of nostalgia, joy, interest and 
otherwise on seeing a copy of your 
new Pony Edition, which was for- 
warded to me by a home-fronter. 
The June issue looks good—so 
good, in fact, it compares favor- 
r ably with its daddy, and that’s 
fi compliment enough for any publi- 


welcome. 


Give Service Wives and Mothers 


A SPOKESMAN IN CONGRESS 


Vote For EMILY TAFT DOUGLAS 


Pias vos CONGRESSMAN AT LARG 


cation. 

CHARLES S. MILL, Ist Lt., AC., 
Air Transport Command, 
Washington, D. C. 


To the Editor: Somebody at 
Benton & Bowles, my old agency, 
sent me Vol. 1, No. 1, of the Serv- 


foe THe entree 
STATE OF BasNONs 


POLITICAL APPROACH—A new political sales approach is claimed for this 
painted bulletin in Chicago, presenting reason-why copy on behalf of Mrs. 
Emily Taft Douglas, Democratic candidate for congressman at large. 


Pas Ke : on amet ” nares ne wil 4 icemen’s Pony Edition of ADVER- 


TISING AGE. 

I think it is wonderful. In the 
personnel news column I found at 
first glance interesting dope about 
at least a dozen guys I haven’t 
heard from for much too long. 

Capt. T. L. STEELE, 

Air Corps, Washington, D. C. 


same overseas to my brother, who, | 
I’m sure, will get the proverbial | 
kick out of it. 
Doris GLASS, 
Universal Pictures Company, 
New York. 


To the Editor: Excellent idea 
—your new Servicemen’s Pony 
Edition. I’m sure that many of 
will be delighted to 
receive it. I’m enclosing their 
names and addresses—and thank 
you very much for making it 
available to them. | 

SAM KAUFMAN, 

Director of Sales Promotion 

and Press Information, WCCO, 

Minneapolis. | 


To the Editor: Only one who 
has gone nearly two years with-| 
out seeing much of anything deal- | 
ing with advertising could fully 
appreciate just how I felt when 
I opened an envelope today and | 
found therein your pony edition! 
It’s a wonderful idea and I’m 
looking forward to future editions 
—if brother Paul E. Clissold, 
prexy of Bakers’ Helper, will keep 
sending them. Thanks for this] 
contribution to service men. 

Cpt. WALTER N. CULISSOLD, 
Daniel Field, Augusta, Ga. 


To the Editor: I have just seen 
a copy of the Servicemen’s Pony 
Edition of ADVERTISING AGE, and I 
think it is an excellent contribu- 
tion to the war effort. You would 
be amazed at the number of men 
in the service who have an adver- 
tising background and will wel-| 
come receiving every issue. 
Lt. H. ANDREW DupLeEy, USNR., 
Washington, D. C. 


To the Editor: Your Pony Edi- 
tion was just forwarded to me (by 
way of Dancer-Fitzgerald-Sample, 
where I was manager of research 
until a year ago.) 

It’s a splendid idea—the paper 
fills a big gap in my life. What’s | 


! 
over- | 


its present size, follow us 
seas. 
Prc. WILLARD P. EVANS, 
Tucson, Ariz. 
To the Editor: N. W. Ayer &) 
Son has sent me a copy of the| 
first issue of the Pony Edition of | 
ADVERTISING AGE. | 
It’s a swell job. Just the thing | 


i'that I have been wanting to fol- 


low what is going on in advertis- | 
ing while I’m in the Army—a con- 
cise but adequate coverage of 
news of advertising in all me- 
diums, news of advertising people, 
and a bit of speculation on the! 
future of advertising. 
Ist Lt. RoBERT A. INMAN, 
Fort Monroe, Va. 


To the Editor: Before joining 
the Coast Guard some two years 
ago, I was working for Lord & 
Thomas. . Upon returning home 
on leave the other day, I found 
that Don Belding of Foote, Cone 
& Belding had sent on to my home 
the Servicemen’s Pony Edition of 


, ADVERTISING AGE. 


and 
obtain 


I enjoyed it very much, 
want to make sure that I 
each edition as it is printed 

ROBERT MARLATT, USCG.., 
Santa Monica, Cal 


To the Editor Having been a 


pretty constant reader of ADVER- ~ s 
TISING AGE during the years spent To the Editor: I have the first 
with Horton - Noyes Company,|batch of the Servicemen’s Pony 


Advertising Age, July 24, 194 


Edition of ADVERTISING AGE. Thy 
are being mailed to my five sons 
the service—one who went ij; 
France on D-Day; another in 
depot repair squadron in the 
corps in southern England; 
other who is a merchant seama 
“somewhere in the Pacific’; a) 
other who is at a POW camp ne 
Phoenix; and the fifth, who is 
the field artillery at Camp Shel! 
Miss. I know that these boys, ; 
of whom worked in this busin: 
from time to time, are going 
appreciate ADVERTISING AGE ar 
its Pony Edition. 
Ross D. Rocers, 
Manager, Pannandle Outdoo: 


Advertising Company, Ama- 
rillo, Tex. 
[Editor’s Note: The Servic 


men’s Pony Edition of ADVERT! 
ING AGE is published monthly, « 
the 15th, and is available witho 
charge for mailing to service me 
Almost 500 individual requesi 
totaling well over 3,000 copies, ha 
already been received. For copii 


for your former employes and co- 


workers now 
dress Editor, ADVERTISING AGE, l( 
E. Ohio St., Chicago 11.] 


in the service, ad- 
10 


mn rowing dollars 


Smart Sales Managers Can Get 


OLLARS grow on the hoof in Lowa. A pig 

today is a farmer’s profit tomorrow—rung 

up on some town or city cash register of urban 
lowa a few days later. 


peace comes tomorrow or two years from now. 


Within greater lowa is a concentrated mar- 
ket—R & T lowa—that includes the cream of 


industry, agriculture, business and the pro- 


Millions of such pigs’ feet are trotting around 
fat lowa farm lands. They carry a steadily in- 
creasing load of dollars for Iowa families to 
spend quickly for things near their hearts’ 
desire ... just part of the biggest farm income 
that any state pours through urban outlets 
into the stream of national wealth. 


fessions. Its 


readers. 


That yearly flood of urban purchasing power 
steadies the pulse of trade in thousands of solid 
towns, in scores of centers of industry in 
Hawkeye land. It’s a great market today— 
and your best prospect of a steady market if 


boundaries are printed pages, 


pages whose editors have earned the faith « 
Iowa because they have kept faith with the 


R & T Iowans are paying their debts, a 
socking money away in banks and bonds a: 
rightly priced productive land. Come war. 
peace, the good black Iowa dirt, the richest «' 
earth, will continue to spout wealth from fie! 
or grow it on the hoof that R & T Iowa w | 
spend for products that have won their fav: 


7-—R. ¢ T. IOWA 


A STATE-WIDE URBAN MARKET... 
COVERED BY A STATE-READ PAPER 


_ pes Moss REGISTER and TRIBUNE | 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit. 
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—-YOU’RE GETTING THIS: 


MANUFACTURING AND 
PRODUCTION EXECUTIVES, 
REACHED NOW BY THE 
“AIRCRAFT PUBLICATIONS” 


=BUT YOU’RE MISSING THIS: 


KEY MEN OF MAINTENANCE 
AND OPERATIONS—THE 
FOUNDATION OF THE 
INDUSTRY 


# 
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| A 


4 Photo courtesy Sperry Corp. 4 Embry-Riddle Photo by Chas. C. Ebbets 


Here is the one way fo reach and sell the Key Men of Maintenance 
... with the publication that covers them and them alone! 


: P 
NY man even remotely connected with the vast important now, and of ever more vital importance “ik , —— 
aviation industry is probably “interested” in after the war. 
verything you make and sell. Aviation Maintenance alone, of all publications in 


Sut can he buy it — specify it—order it—use it? the aviation field, is planned and edited and dis- 
hat’s the question which the readership of any tributed to single-out and select the men of main- 
irecraft publication” on your schedule must tenance and operations. It is the only magazine 


oner or later answer. of its kind. Its rigidly controlled circulation of es nee 
** [)  \lany top men, in all branches of the aviation in- over 16,000 was so badly needed, as a group, by | | 
ul | istry — manufacture, production, sales, plant advertisers that today Aviation Maintenance First to “Take to Air’’ to Get Last 
or erations —may be of great importance to you. holds the all-time record for advertising volume ‘ : : F 
” it they’re only part of the market at best. Un- in a new trade publication. The June issue, alone, Minute Information on Airport and 
li & ss you are also reaching and selling the men carried 111 pages. Ai ft M . d 
cle 10 maintain and service aircraft and airports, Some space is still available. Get the facts on the ircra aintenance all = 
\: lu are missing half your market. You are miss- aviation maintenance market. Now and postwar, 0 erational Practices me. <: 
yor. g the key men who are of double-importance — it is a vital market for you. p 
ste o 2 @ With delivery of a 4-place Stinson Reliant, 
Aviation Maintenance is y hours away 
~\ i ANOTHER CONOVER-MAST PUBLICATION. 205 Eust 42nd St., New font Seuaal sours of Wiel walamnase 
York 17; 333 North Michigan Ave., Chicago 1; Leader Building, Cleveland 14; Duncan information! 
A. Scott & Co., West Coast Representative, Mills Building, San Francisco 4, Pershing Piloted by R. C. Blatt, well-known airport 


Square Building, Los Angeles 13. and aircraft engineer, formerly of CAA and 
now technical editor of Aviation Maintenance, 
this plane can take the air at short notice, to 
bring our over 16,000 readers first-hand de 


Sd . = ae ; “ velopments on airport, aircraft, and fixed 
Vf base maintenance and operations. 


is. : 


+ 


<n 


H d Z A MPa eee - . ae d : = 
er bi tee * is. Se ee mm 


~~ £ a 
" . 
: oo : ere ei 
; « a ’ é ors ise 
ea oS a mS 
Z — 2 . ‘ 
od ey 
i ; = Aven Scie 
4 ret ' , ; a : ie ; J eer 
| ae : St a tee 
' SEE Ee ee ee ree a ER ae ee 4 (ee ee . f ‘ “Pd | SE gee 
) | ee ee : “<x<“— Na 
\ too Bieta cee Ba \ io Fe Paes - 3 
| ? - ¢ ae ee itt fees be ie = se a . : s a. | P = we a - aie ia q a 
iad = = ie Ae + bed” (a en meee “| F = 
ee ae gee i Bei oan “ ‘ Ay ee a aeomeae ee adil s Pages an 
‘- RRO AER RRR ES CR hee a f he a ie: seve ae ‘ ; i ae ®» : Si 
Ee a e s xh r % mae ee Sa, Oia ae. <) r 4 — 
t tt i : 4 ‘ ae = % aE ae ‘3 Soames Ea tA, Bes eos See gm Spee, ae ea : ‘2 & te > Y i 
pists * Bg aes aaa J = Ee oat Sage aa i Sere Se Sea Fj } & “al 
¥ 5 ; ve ae bg 4 | ae i aly & ae i a a * - “- y “ 7 is % - x) a a 
‘ -—_. oN. OUT De Ree a I ae > \ ¥ 
iP . , ce ae 3 Bes ie ——_ heres aes Gee ke ea oa 4 : ‘Mae! 3 % fe. 
ae > ai Bs ian As ‘se See Se : aes ee ek freree ee ci “+ : e “a 
+ Poe ee °. ee kg ho te er Oe ee ES See a 5. SR Ae ae et * “ . 4 
5 tine Z Bone | i a < | att = es x - moe ee seek Via oe ae ~ ef ; " = ia 
. ie ~ , as _ ; © io. a? 7 Fi ee s ha ‘ ‘* : me a F s | a” &; 4 * EF oe 
oe ie Ce i at ; ae ; . wo me —s Bi ee te E 4 bh. bak Ew ee *3 Ra 4 
j bs re a oy Sica Oe i 4 z ~~ ay . ae 4 Be oe i FF —_ ; 
= et ie. A Ja rises CF dele sade pO J : 
) . : ‘ oe PE ae a Pegs ie & a. g Poa =. Pow: 4 aK, P Te 
; 3 ; ti is ie é ee, es : i + bs es Bias ; ; ae _ ise ae 
2 { a es a &: a ee oe y ae 2 See ew ea 5 . 3 Es ; = cone Be E Ss 
[se e. , #2 a a ek : kur FF v a iG ia, om ar. . a 
ts. . $ a YS ab Se as. eo “ = wie gas aoe a 3 ~ ake St "ae me 
% ? as si he = , ae Lie, ae r- eh AETY 4 s i a 
| i , ps ee ef P Ea ‘ Be i ge “=a — ih ss ’ - = 
q ' | > ‘ { oe. 2 ‘ a , ‘ oe 48 : Be a a * *. : Ey sees ree s . ee 
r nl 4 ; ? | | i ¢ % : ee - F, . A eh ce oe’ “ae Cae ¥ ie + 4 : _ 6 og a Ro a Ae \ a at U : : Bis, ‘ Pg 
; ® ‘nail ae eta Y “a wi ay we ¢ » s -_ ee ‘- a7 a ae oS ep yt , a: = “< re ae 'Y p 4 = ss — kus 
7 a ae i "iia "7 t a “s ON i a V9 ‘ , eet co - ; ; Chg 2c - a EE ae c.f - 
id- 5 , ee %,, a 4 oT ee i. > - , 4 a ome an - “f . . re nn 3 “a 
100 ae a oF As = 4 ; 4 eile? @ be ON + a Pee NE 4 : 7 oes | . 
a es ail ; a Ay “ Sit rae s i Ye : + Jie fr ie a 
os ss Pe. my Miwa ~ - ee : 7 en 2 ako: Syl — / i i “* hoe ry Fe ig Ere i tS oe ae ae pts : a 
a ee ae *. eo i Ot ae 4 tt. = ~ ‘? ‘ . } nail ‘ ; a ae i a ee ce? eee — - 
o.- Fi 3 ty was ae s Q Beat : ie me , ; -..*: a ae oe ‘ : ef Qe cme 
Ys ee: o_o eee f , ~ “4 st Non , ma ss = ccna: cial i ie Gy f _ i, ee > a ne a ae 
f, 4 ‘ a fe ! gg ; 4 4 << ae arf Bil. af tak in te . ee a ee. , aoe <a et . = 4 7 
“ ie 4 a, ae _iptees sella’ a uF ) eae i 7 
ie : Bi oe Fee . . & Caner: Sees * of? oe an . ws e ~ ; é ie oe 7 * et 
= ee sina 2 at Be te t bis “ie , = , a o — id 
a ae okey ; ‘ - >». ¢ * ee YG. E* z mes eq ° a dl 
bees a oe Ta . ©: jel : ; iii i Z . . 5 : } , “ eS EN 
es i ee >. ie > Sina) 0ClUf ole 
5 , fe). — PP: ieee Ba. Ses . | Jae oct wos P re : 
2 wane F es = 4 %, m as Z . 7 
il ae a os i ee = a a “o ‘ : i Se ie " 7: i oe 3 oi : woe 
- Va dre #§¢ ‘Wir Fae ee ve . % — rt  . = ' ; rae —_ 
. . ie — eA oS * pA, Dens fae . , ia im \. . a7 \ ae ee 
V I Bee Fi ag eal sie At Lid a F f , - } F es , FT eo 
— A /, : rr. * reas. \ - 9 P . oe 
2 , oe , — OO . b oo, FR ~~ a = a ee \ is . s } we po her 
> & % ill Gar =e = ae 2 . is oe 
j \ seals ra is . a ~ =, f ? ? ; : : 4 A cme 
a j // Py  - Ay _ . 7 P os % ba . ft " ; ee 7 8 
we ; ; : bs 4 fs ee ma a 3 = 4 Be 4 2 S Be a 
ENE - Teer! £\ ean # 
i : ; i 4 4 , ‘ = 3 ie ef - e : q , i & — j =) f ‘ ‘ates — cee: 
: aa +.* Poe f “a : + § ete a aa : ‘ % Rs peat atl, 
77 Se a i ° er . at a ae , : é a ~ * ‘ oy “gf bee ( z a> 
cab ‘od *\ . a. — ei 2 a ie ‘ 3 \ fies: Cg > oe : oh dL & Zi _ 
‘ vue @ a acta ge % Ss) 4 J E 3 a i ’ ‘ pees se ‘3 e. ar Oo ce ; 4 : 
A ae ay ~<_ ae a % agi 4. aa 
: ee 4 a ae on ee ; ~ bi Be @ “ oe ft ae alee 
a tin, -. ' Me ry are sg we 3 me . — 
a . ca ara : , in aati a ae ei =. aa eal 7 
a a i. = | ae na ~ gre: 
‘Sa sou \ 3 P es el WES Ree: ps ee ‘i po 
= hy eg , ae a oe bib is Fs imo 
Be m 7h Petinad ; re 4 = j BR ; ~ 
P E ae \ te ool i 4 a , o esi Bee oar A NE RRS | RET iia: ana 33 
eee bales vee * Pin < * " ‘ ae és ? iy 4 aa al = i, 
“+ <a Th * _— SL te on; ice Ms ie ae rs 2 E a 7 Lae ‘ > ; ol emirene. iS a e arrd z — * 
5 > ie a. ABS a ce ‘ ee e =. PS lie we ae i . x ep . ae 3 4 i a ae. ee an; 
: = a ne or i a a pe eee OSS ae ee Pye: ; nt SS manana es ae, Le 
; - = a er FS gg Bare Sd re Pa he Ba Rs il: Rs ie gpaii F a 5 he. ee : 
Be, * a eee Ee “ , race: eee a. nnn EN Agee Re : 
fe ee ie a “s 4 » Pe el 7 ‘ val Pee he ~ Sees ’ ae 
A peg “on by “és are s. en Pe gil ree & en ee eee i : : 7 
: vers : one Weta > te ; “3d " SRM Os orem a eae x eae oS ei ee ae a seem ee : Pe, 
ee oak Diet. ie, ta “ ~> eee a ae wn ee ee 5 ae a asgitt 
a . te as ce ae k ig - Rs Be Oe Sirota eae Se. PhS ‘ “helt .- fhae cae in 
4 : Q ie i ek 4 } tae * Sav SPS >» ; Pea 2 ae . Men een "e Age wie, ee es ; oe ee FORA: sae bere REE : ee be re eis / Week 4 
~ Z 
OW. a Ty eR gt Pa eee i _ 
Be ¢ a ta —— . # praia ES ; 
bare . “e Ree. Sen 
of - — 
' Bee 
roe : “7. 
We me 
ze 45 a ; 
‘ Hit) soe, Qa ee Eve AE a q 
ee ai ieee)" 7” 
ie © eee ae bj 4 * — E 
wx wi? eT a 
| ce 2, 
F 1, 
es = . ae Pe ae 
2 ay a. Ate 3 


28 


Shepherdson Named 


William Shepherdson, chief of 
the small business unit of the Bu- 
reau of Foreign and Domestic 
Commerce, Department of Com- 
merce, since December, 1941, and 
recently in charge of the manage- 
ment aid and finance section, has 
been appointed staff director of 
the recently organized postwar 
small business credit commission 
of the American Bankers Associa- 
tion. 


© © © the source of daily 
business news .. . the pref- 
erence of management men 
© © © in the greatest indus- 
trial area—thecentral west. 


High Prices for 
Stations Decried 


by FCC Member 


Durr Refuses to O. K. 
FCC Approval of 
Three Station Sales 


Washington, July 19—FCC Com- 
missioner Clifford J. Durr charac- 
terized the current bull market in 
radio properties as “illegal traffic- 
ing in frequencies,” in explaining 
his refusal to go along with the re- 
mainder of the commission today 
in approving three sales involving 
$1,606,000. 

Asserting the inflation in radio 
property values will inevitably in- 
crease the pressure for further 
commercialization of programming, 
he said in an interview that the 


by allowing individuals to pay so 
much for their stations that they 
will be forced to curtail public 
service programs in order to earn 
sufficient revenues. 

Commissioner Durr said the true 
value of a radio property is diffi- 
cult to determine, but he said he 
believed that “at some point’ it 
must be evident that the purchaser 
is buying ‘‘a spot on the air” in- 
stead of a physical property, and a 
going business. 


Many Conditions Responsible 


Congress has charged the Com- |, 


mission with the licensing ot sta- 
tions, he pointed out, with the ad- 
monition that frequencies are to 
remain the property of the public. 
When an individual buys a spot on 
the air, he said, he is actually pay- 
ing for a frequency, instead of a 
radio station and business. 

High prices for stations have re- 
sulted from a number of unavoid- 
able conditions, he conceded, in- 
cluding the limited number of 
facilities; the wartime freeze on 
construction, and the great desire 
to get into radio. This desire he 
attributed to a number of factors, 


commission must consider whether | ranging from the motives of 
the public interest will be served! wealthy individuals or corporations 


|who believe that the advantages 


|of having stations outweigh what- 
lever loss may be involved, to those 
who are jockeying for an advan- 
tage in postwar FM and television. 
| Commissioner Durr’s main ob- 
| jection to the unprecedented prices 
|paid in recent deals comes down 
‘to his belief that it will force the 
marginal operator to accept more 
of the undesirable types of com- 
mercial programs in order to com- 
pete in a rich man’s industry. 


Hard Evaluation Job 


Radio, he said, has been en- 
trusted to the commission so that 
operation of publicy owned fre- 
quencies will be supervised in the 
public interest. When such large 
sums are paid for stations, it be- 
comes more and more difficult for 
station managers to keep the pub- 
lic interest in mind. 

In evaluating a radio property, 
he added, the commission must 
consider the physical value of the 
radio property, but also should 
give full recognition to the effort 
that has gone into building a sta- 
tion business and following. 

In most station sales up to this 
time it has been impossible to de- 


termine whether prices involved 


A REPORT TO THE NATION 


ALL FLYING’S special issues have beén comprehensive 
and authoritative—their pages thrown open to the top rank- 


ing officers for a presentation of their particular service 
branch to all airminded Americans. October FLYING Spe- 


Aviation History. 


A KEY TO ALL AVIATION MARKETS 


special distribution. 


As An Advertising Medium It’s An Advertising Buy 


@ A functional resume of Naval 
Aviation’s branches as inte- 
grated into the world’s great- 
est striking force. 

@ Edited under United States 
Navy supervision. 

® Authoritative detailed battle 


reports (to date). 


Reserve Space Af Once. 


cial Naval Aviation Issue will cover the branch that will 
be topping the public interest in the Fall. It will be just as 
authoritative — more comprehensive — another volume in 


The compelling quality of the contents will be matched by 
the dominating quantity of the circulation— 350,000: All of 
FLYING'’S regular 249,353 ABC coverage of the market in 
every phase PLUS a circulation bonus of another 100,000 


@ Bound personalized presen- 
tation copies to executives 
throughout aviation, ranking 
Army & Navy Officers and 
Government officials. 

®@ Total circulation 350,000, of 
which 40,000 copies are re- 


served for the Navy. 


Final forms close August Ist. 


Under Present Restrictions Extra Forms Cannot Be Added 


Advertising Age, July 24, | 


have gone beyond these ge; e 
values. But in sales approve, : 
day—the purchase 
York Times of WQXR for $1.0. - 
|000; of WINX, Washington, by © »- 
gene Meyer, publisher of e 
Washington Post for $500,000; 
of WJLD, Bessemer, Ala. 
$106,000—he insisted that sum = 
volved must have covered pn 
than the true value and actu. |, 
have been based on a desire 5 
‘a spot on the air.” 

While, he said, the commis: jy 
may have previously appi d 
sales involving even larger su \s. 
the time has come to take a st: nq 
against this tendency to dea! i; 
radio frequencies, for the e- 
quency is a publicly owned grin. 
which must not be classified as 
part of the station’s capital. 

Commissioner Durr denied ¢))at 
newspaper ownership was any | ::c- 


| the New York Times and Wa 
ington Post applications, point 
‘out that no newspaper issue was 
‘involved in the Bessemer trans 

Parties involved in all case 
might be fully responsible, and 
worthy operators of stations, he 
asserted, but if we are to deny 
John Doe a station because it ap- 
pears that he is paying “for a spot 
on the air,’ we must be equally 
stern in denying the application oj 
the thoroughly responsible Wash- 
ington Post, when its proposition 
|has all the earmarks of being a 
bid “for a spot on the air,” he 
said. 


| 
S 


Peters to Head 
JWT Seattle Office 


Evan R. Peters has joined 
J. Walter Thompson Company as 
manager of the agency’s Seattle 
office, according 
to an announce- 
|ment by Harri- 
son T. McClung, 
| Pacific Coast 
manager of the 
| agency. 
| Mr. Peters 
has been en- 
| gaged in public 
relations and 
publicity work 
in the Pacific 
Northwest for 
the past six 
years, associated mainly with vari- 
ous retail accounts. He is a gradu- 
ate of the University of Washing- 
| ton. 
edectiligneipeihensinis 
Masters Promoted 
| Floyd Masters, since 1939 mid- 
| west manager for Stewart-Warne! 
/appliances, has been promoted to 
manager of the company’s radio 
division. He succeeds L. L. Kel- 
sey, who has resigned to join Be!- 
|mont Radio Corporation. 


Evan R. Peters 
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REPRESENTING LEADING RADIO STAT! NS 
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@ .ccertising Age, July 24, 1944 " 
wo . | - ~ maintained, according to Ralph C. | our major victories require venter , 
Ballantine Hit by Ethyl Maintains — Ghampiin, ‘director of ‘advertising | verimeee on thee ontuite grester | Hamilton to Powell 


° |and public relations of Ethyl Cor- | long ago we were vastly impressed|__ E. Posten Hamilton has joined 
+ FIC for Purchase Schedule Despite | poration. 'when we heard of 1,000-bomber | Powell Printing Company, Dallas. é ’ 
f . , |raids over Germany but now it is He is also advertising manager of om 
Feigenspan Gas Octane Cut Stress Overseas Consumption |safe to say that between 4,000 and | Southwestern Drug Company. ee 
0: “Our current magazine adver- 5,000 planes move out of England 
shington, July 20.—The FTC,| New York, July 20.—The recent | tising campaign headed ‘More and|@aily. This means that we, for at 
unusual type of action, yes-| reduction of about 60% in produc-| More Ethyl Is Going Overseas,’ ” instance, must ship vastly greater 
y filed a complaint against|tion of premium grade gasoline | he explained, “was started in | Quantities of Ethyl abroad to keep | 
p. Ballantine and Sons, largest|means that 50% or more of the anticipation of the reduction in|OUr ever-enlarging air force and| 
er and marketer of beer in the| civilians who have been using high | home production which is now in| other fighting vehicles supplied.” 
west, for allegedly violating | octane gas will not be able to get! effect and will be continued as} Mr. Champlin declared that 
layton Anti-Trust Act by ac-| it, but the supply for heavy duty |originally scheduled. Ethyl did not contemplate any 
; ’ ig the stock of the Christian) trucks hauling war material and “It is one of oddities of this| immediate changes in its advertis- 
q re genspan Brewing Company, other essential vehicles will be| war,’ Mr. Champlin added “that | ing plans 
% veover of Feigenspan and P. N.| ’ j 


For Signs of 
the Future 
Look to— 


by 


S1GM CO. LIMA, ONO 


ording to the FTC, Ballantine 
ted Section 7 of the act by 
tantially lessening competi- 
in interstate commerce ‘tend- 
to create a monopoly in said 
tory’ when it acquired the 
and assets of Feigenspan, 
: discontinued Feigenspan 
h. ds. 
0 rc has been charged with en- iP x - 
i ement of certain section of the ‘ N T EK a N A T 1 oO N A L DP 0 oe P E rR A T I oO N 
vton Act, among them Section 
vhich prohibits ‘“‘acquisition by 
corporation of the share capi- 


»~, 


he of another corporation engaged 
y commerce, or acquisition of one 
ip- poration of the share capital of 
pot 0 or more corporations engaged 
lly in commerce” where the effect is 
of to lessen competition substantially. 
sh- \ccording to the FTC complaint, | 
ion Ballantine, with offices in Newark, 
s and wholesale agencies in a num- 


he ber of cities, sold approximately 
2,000,000 barrels of ale and beer in 
the year ending June 30, 1943, in 
competition with other manufac- 
turers of malt beverages, including 
Feigenspan. 

During the same period, Feigan- 


ed pan sold 500,000 barrels in New 
as # York, New Jersey and other east- 
tle ern states. After the purchase of 


Feigenspan’s capital stock, the FTC 
aid Ballantine disposed of two 
ubsidiary corporations and dis- 
ontinued Feiganspan brand names 
ind distributing agencies. 


Brown-Forman Names 2 


Arthur L. Zimmerman, Ohio 

listrict manager of Brown - For- 

man Distillers Corporation, has 

1 named northern California 

listrict manager. He will be suc- 

m ceeded by Gomer T. Davies, for 12 
years Ohio district manager for 


a Lever Bros. 
1g- ae 8 
Monthly Changes Name 
To clarify the editorial objec- : 
tives of the American P.lot, pub- | 
id- shed by Haire Publishing Com- | 
1e] pany, and devoted for the past few | 
to months to the subject of airport | 
lio peration, the name of the maga- 
e]- ine will be changed to Airports, | 
e|- PR effective with the September issue. 


Q ief ! 
Briefalog! 
] 5 Buyers eterece w exh New air routes Joining with printers and publishers at 
et Oe ak ae. crisscrossing the home, International urges all users of 
i. More effective; saves 2 costh North shrink time paper to unite in the conservation of this 
ry Sept. 15th. ik sence and space, bring essential product. Only by the closest 
Sr eee men of all races closer to- cooperation can increasing shortages of 
o»They reach for gether. In the bleak coldness of the wood and labor be prevented from hin- 
TT Arctic Circle, Yanks work with native dering Victory. 
Icelanders to tighten a vital knot in the 
* SAVE ALL WASTE PAPER x 


magic web of world-girdling airways. 


This is a happy instance of Interna- 
tional Cooperation, of the friendliness and O * 
inspiration men find in working for a Grrlourational 
common cause. 
PAPER COMPANY : 


220 E. 42nd ST., NEW YORK 17, N.Y. eS 3 


PAPERS FOR PRINTING AND CONVERTING 


ay A McGRAW-HILL ie 
ae PUBLICATION 
FR 
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Morgan Agency Moves 


Morgan Advertising Company, 
Mansfield, O., has moved to new 
quarters at 70 Park Ave., West. 


News 


{ 
| ARCHITECTURAL 
~ MEN 


re ii Read bag i 
Pencil Points 


The Magazine of Architecture 


“Who Buys Wine’ 
Is Cresta Blanca 
Trade Ad Theme 


New York, July 20.—Cresta 
Blanca Wine Company, Schenley 
affiliate, has begun a campaign in 
24 wine and liquor, hotel and gro- 
cery papers, through Batten, Bar- 
ton, Durstine & Osborn, to present 
findings on the market for wine. 

First insertion, a spread, asserts 
that 76% of all men and 66% of 
all women drink wine, while 43% 
of men and 28% of women drink 
it at least twice monthly. Whereas 
|80% of college graduates drink 
| wine, only 65% of adults with less 
|than eighth grade education do so. 
Wine is slightly more popular— 
77 vs. 74%—among single than 
married persons. 


Other insertions, in page space, | 


| will run monthly. A coupon offers 
|an advance report of the survey 
under the title, “Opportunities in 


Wine.” A broadside on the pro- 
gram is now being sent to the 
trade. 


Cresta Blanca recently launched 
a consumer campaign in 20 maga- 
zines, and will announce a CBS 
network show soon. 


‘Post’ Buys WLIB 


Dorothy S. Thackrey, owner and 
publisher of the New York Post, 
has purchased controlling interest 
in Station WLIB, Brooklyn, sub- 
ject to approval of the FCC, ac- 
cording to an announcement by 
Elias I. Godofsky, president of the 
station. Price is said to be $250,- 
000. Owned and operated by 
WLIB, Inc., the station operates 
'on 1,190 kilocycles, 1,000 watts. 


Glass Container 
Restrictions Off 
for Food, Drugs _ 


Washington, July 20.— Packers | 
of foods, drugs and health supplies | 
were freed from restrictions on the | 
use of glass containers today, as! 
WPB reported that wartime stand- | 
ardization programs would enable 
manufacturers to step up produc- 
tion by 13,000,000 gross this year. 

First of the major containers to 
be relieved of restrictions, the jars 
had previously been distributed 
under ae restriction which held 
most users to 100% of their 1943 
usage. Though glass has not been 
particularly scarce at any time, the 
shortage of containers, and demand 
for the product as a substitute for 
metal cans, had previously necessi- | 


| 
| 


GB. 


assets elsewhere . . 


area’s farm families, 6 


top dressed by thousands of years of prairie grasses . . 


blanketing thirteen states with black loam so fabulously fertile it 


—¢ 
/ 


by southbound ice strata . . 


God made the glaciers .. . which gouged out the great 
middle valley, melted into the Great Lakes and the Mississippi, 


left living water and an incalculable legacy of soil scraped up 


bred plutocrats among pioneers, sent first settlers’ sons East to 
college, survived the century of exploitation that exhausted agricultural 
. ts still the finest farm capital, and first food pantry in the 

world! ... In these thirteen extra endowed Heart states, New York 
and Pennsylvania, SuccessruL FARMING has long served homogeneous 
farming and ownership, segregated its circulation among 42% of the 
~ among the top third farms! .. . 


Now two decades «f agricultural revolution—of which SuccEssFUL 


FARMING has been the prophet and protagonist—have brought to the 


farmers in these states better brains, better methods, better yields as well as 


better soil... more diversified production, more sources of continuing income 


. and a margin of income over expense that makes the SF audience the best 


“class” 


market in the world today! 


. makes SF a major medium to sales 


volume and profit potentials worth the serious consideration of every national 


advertiser intent on getting more of the national market! . . 


much? Just ask to seé the supporting data! . 


JSU 


Claiming too 


CCESSFUL FARMING 


Des Moines, New York, Chicago, Atlanta, San Francisco, Los Angeles 


. thickest topsoil on the continent, 


. a bulky layer 
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tated restrictions on usage. 


Under the new rules, spagh 
and macaroni items, candy and 
meats, corned beef hash and sa 
kraut continue on the 100% qu 
but almost all other foods 
granted unlimited usage. TT, 
powders, oral antiseptics, o 
ments, laxatives and related it 
similarly are no longer restrict: 


Sears Promotes Moore 


Jackson F. Moore, for the ; 
eight years general manage) 
the Detroit retail store group 
Sears, Roebuck & Co., has bi 
appointed general manager of | 
company’s Chicago retail depa;:- 
ment store organization, replacing 
M. C. Penticoff, resigned. 
Moore joined Sears in 1930, 
coming general manager in Det 
in 1936 and a director early 
year. 


| Beebe Leaves Winchesier 


Herbert F. Beebe, manager o{ 


| the foreign sales department of 


Pm | om ‘es me | 


Winchester Repeating Arms Com- 
pany, New Haven, Conn., has re- 
tired after 53 years of service with 
the company. He will be suc- 
ceeded by Oliver E. Nelson. 


TACO \ 
MA is ™ 
Wa SHINGTONS - 


SECOND MARKET 


“That's all she 


ever says. Used 
to belong toa 


yr 


space buyer! 


Polly has the right idea. Be- 
cause when you consider the 


total effectiveness of the mar- 


ket, Tacoma clearly ranks 
second in growing Washing- 
ton State. 


_ Here’s a concentrated mar- 

|  _ket—not thinly spread over 
a wide area, but closely-knit 

| inte one localized metropoli- 

| tan buying district which is 

effectively covered only by 

| the Tacoma News Tribune’s 
concentrated, localized circu 
lation. 


Ask Lorenzen & Thompsor 
for the complete Tacom: 
story—now. 


TNows Tribun? 


TACOMA, WASHINGTO"™ 
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Record Throngs 
View Louisville 
Adclub Exhibit 


(Picture on Page 63) 
ouisville, July 18.—After at- 
ting more than 2,000 people 
viewed an exhibit of 11 origi- 
war-inspired water colors by 
t James Sessions, Louisville 
its energetic ad club have put 
bid for a more truly descrip- 
e term for the city than the 


aroused was an inspiration to even! the Stewart Dry Goods Company,|two Louisville companies, Tube 
the nationally recognized commer- | Louisville’s largest department} Turns, Inc., and the Girdler Cor- 
cial artists such as John Bauscher, | store, for another two weeks. |poration. They also feature the 
who does the ravishing Raleigh Crediting the colorful and dra-| 1944 Tube Turns calendar. 
beauties. | matic subjects of Mr. Sessions’ | ——— 

Encouraged by the display of | watercolors with drawing a record | 7: ‘ ’ 
local talent, the Sunday roto-| crowd, Mr. Bauscher, who is per- Joins The War Doctor 
magazine section of the Louisville | manent chairman of exhibits for | Robert S. Danvers has resigned 
Courier-Journal heralded the May| the advertising club, commented|as director of public relations of 
15-June 10 Sessions exhibition| that he had never before seen | Wyeth, Inc., Philadelphia, pharma- 
with reproductions of several of | such interest in an exhibit—in any | ceutical house, to become adver- 
the World War II paintings. These | city. | tising manager of The War Doctor. 
paintings were exhibited for a full Swinging into a _ nationwide|The publication is moving its 
week at the Arts Club of Louis-| tour, the 11 Sessions paintings of | headquarters from Philadelphia to 
ville, then moved to the “Gallery| famous incidents now a part of|larger quarters at 41 E. 42nd St., 
of Tomorrow’s Masterpieces” at| Navy history, will be sponsored by | New York. 


ACCOUNT 


IS A NEGRO 


Market Facts today. 


S45 Fifth Avenue, New York 17, N. Y¥. 


EXECUTIVES 


let us help you solve your 
research problems in the 
Negro Market. We special- 
ize in dealer, consumer, and 
opinion surveys. Service cost 
estimates submitted, no ob- 
ligation. Write for Negro 


DAVID J. SULLIVAN 


NEGRO MARKET ORGANIZATION 
MARKETING © ADVERTISING ¢ RESEARCH 


~ 


‘raveyard of Commercial Art.” 
rhough Louisville has long car- 
| that stigma, members of the 


: vertising Club of Louisville set | 
last January to show the citi- | 
y what advertising industrial- | 


of the area had done as pa- 
s of the finest in art. That 
ving was the First Annual Ex- 
t of Advertising Art by Louis- 
e Artists, and it revealed to 
‘ amazement of many that real 


nmercial art talent existed right | 
f the city’s own back yard. Many | 


- the artists whose work was ex- 
- § hibited later found their offerings 
io the liking of additional Louis- 


ille companies, and the interest | 


ADVERTISE 


the way a salesman sells 


DIRECT TO YOUR BUYERS! 


Haire publications are buyers’ bibles. | 
Buyers may glance at general trade | 


journals ... but they study and live with | 


their own specialized Haire papers. 


Here your ads are most effective. | 


) BUSINESS 


DHAIRE stiaamereeta ne <2) )) 


PAPERS 
a 


The HAIRE 2-Point Plan makes sense | 


~ |) in these days of future planning: 


[1] ADVERTISE...as you sell... | 


direct to your buyers 


can sell them tomorrow! 


USINESS PAPERS 


1170 BROADWAY, NEW YORK 1 


| 
f [2] HELP THEM today, so you | 


The Christian Science Monitor brings your 
public relations messages into substantial 
homes where the Monitor enjoys a reader- 
confidence and loyalty unique in publishing 
history. It produces results that cause adver- 
tisers to return to its columns year after year. 
The Monitor reaches men and women who 
are influential in molding public opinion. . . 
people who are accustomed to ‘“‘think things 
through.” 

Surveys have shown that Monitor readers 
average high in home ownership, in travel 
mileage, in use of radios, air conditioning, 
vacuum cleaners, automatic refrigerators, 
washing machines, telephones, etc. When 
new goods are available, Monitor readers 
will be among the first to buy them. 

National advertisers using public rela- 
tions or institutional type of copy in the 
Monitor include the following: Aluminum 
Co. of America, American Airlines, Chrysler 
Corp., Allen B. Dumont Laboratories, East- 


Where Public Relations Advertising Pays Dividends 


ern Air Lines, Ford Motor Co., General 
Electric Co., General Motors, International 
Nickel Co., Inc., Life Insurance Companies 
of America, Nash Kelvinator, National Cash 
Register Co., New York Central Lines, 
Pennsylvania Railroad, Socony Vacuum Oil 
Co., Inc., Sperry Corp., Union Pacific, U. S. 
Steel Corp., Westinghouse Elec. & Mfg. Co., 
etc. We will be glad to send you the com- 
plete list on request. 
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An International Daily Newspaper 


One, Norway Street, Boston 15, Massachusetts 
BRANCH OFFICES: 


London, Geneva, Sydney 
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Published by The Christian Science Publishing Society 


New York, Chicago, Detroit, Miami, St. Louis, 
Kansas City, San Francisco, Los Angeles, Seattle, 
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No Home Front Failure 
on Fifth War Loan Drive 

Washington, D. C., July 20.— 
Though the Treasury war finance 
division has just completed the 
most successful sale of securities 
in history, crocodile tears shed by 
local bond chairmen seeking to 
stimulate last minute buying 
sprees have left a general impres- 
sion that the home front failed to 
back the attack. 

Prophecies of impending failure 
which these local officials broad- 
cast on the front pages of their 
hometown papers have been so 
convincing that even some of the 
more sophisticated members of 
the advertising cult have been 
offering their unwarranted solici- 
tations to Ted Gamble and Tom 
Lane, sparkplugs of the Treasury 
operation. 

What these local chairmen con- 
veniently overlooked in preparing 
tear-jerking appeals is that there 
is a considerable lag between the 
time bonds are sold and the time 
the sale is finally registered in 
Washington. 

When the books close Aug. 1, 
and this lag has been sopped up, 
high officials confidently expect 
that every 5th War Loan goal will 
have been exceeded. According to 
their private estimates they have 
sold $20 billion worth of bonds 
instead of $16 billion. They expect 
the non-banking total will pass 
$6,600,000,000 and that the im- 
portant E-bond total will top the 
desired $3 billion. 


1K *K 


House Organs: Military auditors 


here are supporting officers in thne| 


By STANLEY E. COHEN, Washington Editor 


field who have disallowed a num- 


legitimate costs in war contracts. 
General trend is to force manufac- 
turers to pay for fancy and fre- 
quent editions out of profit. 
Rules adopted by officials pro- 


of a house organ a month, but that 
under no circumstances shall the 
number printed at public expense 
exceed the total number of em- 
ployes, and there must be no mail- 
ing lists. 


firms from 
|purposes. Under this 
|Army is reported to have disal- 
|lowed three papers published by 
|Douglas Aircraft and one pub- 
lished by the Omaha plant of 
| Glenn Martin. 
co * * 

| Appointment: Robert Hinkley, 
| who has been 
|Congressionally created post of 


Purpose, of course, is to prevent | 
using government- | 
sponsored papers for promotional | 
formula, | 


When the flaked, oil-soaked and 
charred bits of paper had finally 
been shipped to the Postal Affairs 
Section, Division of Naval Com- 
munications, in separate protective 
envelopes, and carefully studied 
and identified, several turned out 
to be advertisements and institu- 
tienal letters. 
* By x 

| Manpower: Treasury’s war bond 
| operation is losing Sherwood King, 


| 


ber of aviation house organs aS| its live wire chief of advertising. 


|No new chief of advertising has 
|been named. Treasury is also 
|losing Ed Pulte, retailer merchan- 
|dising specialist, who will work 
|for McCall’s. Sold: War Food has 


vide that where a labor problem | sold most of that 25,000,000 dozen 
exists, a plant may have one issue | 


of unexpected eggs. The eggs 
rested in 1,400 railroad cars until 
the trade and willing housewives 
provided storage space. Aponlica- 
'tion: Inquirer is the latest Phila- 
|delphia paper to bid for a place in 
radio. It is asking an FM license. 
ok * * 


Ambition: Piano industry, cut 
back out of the war production pic- 
ture, wants to make pianos again. 
| At a recent WPB industry advisory 

committee meeting piano makers 
|reported that contracts for glider 
parts and other items had disap- 


peared. Though steel and copper 
wire and other parts are available 
in their inventories, and skilled 
piano makers, unsuitable because 
of age for other work, are on hand, 
“go” signal for production of 80% 
of 1941 piano output awaits solu- 
tion of the price problem, and 
release from WPB restrictions. 
a * * 

Exporters: A dictionary showing 
English, Spanish and Portuguese 
equivalents of terms commonly 
used in advertising is available for 
$1.50 from the: American Section 
of the International Chamber of 
Commerce, 1615 H St., Washing- 
ton 6. D. C. Work was started 
before the war in an effort to 
simplify international commerce. 
Market: W. H. Myer, chief of the 
machinery and motive power unit 
of the Department of Commerce, 
estimates postwar sales of machin- 
ery to the other Americas will 
double or triple the prewar level 
of $100,000,000. Favorable war- 
time trade balances have enabled 
Latin Americans to acquire $3,- 
000,000,000 in foreign exchange 
and gold and silver reserves. 

* oS eo 

Announcement: Army has finally 
allowed Department of Commerce 


Advertising Age, July 24, 194. 


to announce the project reporte. 
here several months ago in whic 
government and business execy 
tives are preparing a series 
books on retail businesses fo 
servicemen. Distributed by th 
|Armed Forces Institute as text 


| books, the Commerce booklets are 


to cover 20 fields, including dru 
stores, bakeries, filling station 
and laundries. Books provide dat 
on management problems whic 
ex-soldiers are likely to encounte 
in establishing small businesss« 

Green Light: OPA has modified ra 
tioning of meats, sugar, and fa’ 
so that soup manufacturers ma 
fill all their orders. Previous! 
packers were limited to a percent 
age of 1941 usage of ingredient 
but since soups are rationed, any 
way, they will now be able to fi! 
orders up to the ration ceiling. N, 
improvement in the quality of th 
product will be permitted, how 
ever. Parley: FTC will have 

meeting for awning, canopy an 
tent manufacturers to work ou 
fair trade practices in the use < 
such sales slogans as “watertight’ 
“pre-shrunk” and “custom-made’ 
as well as other practices. Pep 
talk: 
leaders at radio stations 


in 


ODT held a rally of civi 


122 


appointed to the, 


|Contract Termination Administra- | 


| tor, is a specialist in aviation, one 


|of the industries which is expected | 
|to have the most serious termina- | 


;tion problems. He was formerly 
Assistant Secretary of Commerce 
for aviation, and an original mem- 
ber of the CAA. More recently 
he has been assistant to Tom Mor- 
gan, president of Sperry Corpora- 
tion. Let-down: Navy _ § divers 
dragged 17 mutilated pieces of 
|mail from the muck-filled hulk of 
the U.S.S. Oklahoma shortly be- 
fore it was raised last February, 
all that remained of an undeter- 
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to appeal for cooperation in 
“Don’t Travel” campaign. 
hes were transmitted to ses- 
over a closed circuit NBC 
broadcast. 
* * * 
sic: Though this war has pro- 
a dearth of music, pub- 
agencies of the Army and 
ury are now turning to song 
effort to find something new 
aw attention to their needs. 
w song, “First Class Private 
Brown,” is slated to lure 
n into the Wacs, and Treas- 
has a Rogers-Hammerstein 
er, “Dear Friend,” to sell 
Secret is that songs played 
ational radio programs mean 
publicity in addition to com- 
als obtained under OWI 
ations. 


FA Elects Six 


vertising Federation of 
rica has elected the following 
.embership: The Studebaker 
ration, South Bend, Ind.; 
as City Star; Servel, Inc., 
isville, Ind.; Geo. Wiedemann 
ving Company, Newport, Ky.; 
onal Provis‘oner, Chicago; and 


sune-Herald, Casper, Wyo. 


TPE el 
ze 


Two Name Sullivan 


Daniel F. Sullivan Company, 
Boston, has been appointed by 
Adams-Mitchell Company, Boston 
liquor importer and _ distributor, 
for its new product, John Alden 
gin. The agency has also been 
named by the Andover Savings 
Bank, Andover, Mass. 


Brown Rejoins Dodge 


Norbert Brown has_ rejoined 
F. W. Dodge Corporation, New 
York, as manager of public rela- 
tions. With the exception of the 
past year, during which he served 
as field director of the National 
Committee on Housing, Mr. Brown 
has been an editor and manager 
for the Dodge Corporation since 
1929. 


Heads Western Radio 


Wallace Ramsay, formerly pro- 
ducer and continuity editor for 
Don Lee Broadcasting System, 
Hollywood, and previously radio 
director of Dan B. Miner Com- 
pany, Los Angeles, has been ap- 
pointed radio director and produc- 
tion manager of Western Adver- 
tising Agency, Los Angeles. 


Tacoma Sales Plan 
Recruits 8,753 
for War Plants 


Tacoma, Wash., July 19.—A 
“Workers for Victory” sales drive, 
launched by Tacoma industries on 
June 2 to attract 5,800 workers to 
local war plants, recruited 8,753 
in the first six weeks, the Tacoma 
News Tribune reports. 

With a new Navy depot, em- 
ploying several thousand, recently 
announced for this city and re- 
quests for more than 4,000 addi- 
tional workers for local plants, 
Tacoma has set out to do the job 
all over again. 

The Tacoma plan is based on 
close cooperation between indus- 
tries, organized labor and govern- 
ment agencies. The committee, 
headed by Price Sullivan, found in 
a “market study” that the “too 
old” for one operation and the 
“too young” for another could be 
absorbed by operations less exact- 
ing. 

The committee also embarked 
on an intensive, personal sales 
campaign to sell people who had 


|retired from 


work 
who had never 
divided up the telephone book to 
make sure that every prospect in 


the city got an individual sales 
talk. 
Some employers had to relax 


requirements. 
Employment Service devoted more 
attention to seeing to it that almost 
every applicant was fitted in some 
place. But personal salesmanship, 
meeting personal prejudices, is the 
basis of the plan. 


Conover to Sonneborn 


J. N. Conover, formerly with | 
Gallowhur Chemical Corporation, | 
and previously with Stanco Dis- | 
tributors, Inc. for 19 years, has | 
joined the White Oil division of 
L. Sonneborn Sons, New York, as 
assistant to R. W. Bjork, sales 
manager of the division. 


Joins Dorothy Gray 


Elinor Guthrie McVickar, for- 
merly beauty editor of Harper’s 
Bazaar, has been appointed adver- 
tising manager and director of 
Dorothy Gray Laboratories, New 
York. 


Take a lesson from the mistaken thinking that mounted one-way guns on 


the Maginot Line... and on German defenses at Cherbourg. Cover all 


approaches available to your competition. Then chart your own postwar 


offensive with advertising guns big enough to blast your way to greater 


sales. For sales are the father of the full-time employment so vital to 


America’s future. Well-rounded advertising includes the use of fine print- 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


ing, and that means Champion paper. Plan now for the big postwar push! 


MILLS AT HAMILTON, OHIO .. . CANTON, N. C.... HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Bristols, Bonds, Envelope Papers, 
; i ’ F P 


NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - 


Tablet Writing and Papeteries . .. 2,000,000 Pounds a Da 
& I y 


DISTRICT SALES OFFICES 


BOSTON - ST. LOUIS - 


CINCINNATI + ATLANTA 


and women | 
worked. They | 


The United States | 


Home Furnishings 


@ Reflecting the Think- 
ing of the Home Furnish- 
ings, Housewares, House- 
hold Appliance and 
Radio Industries. . . . 


Mandel's of Chicago are re- 


‘ported to be planning to 
‘spend $75,000 this year to 


advertise branded lines; some 
of the ads will list the brands 
the store carries. 


That is a good example of 
what manufacturers achieve 
when they sell the stores on 
the value and importance of 
their brand names. 


| 
| When stores are thoroughly 


sold, they will put behind a 
brand complete, aggressive, 
storewide promotion, which 
'includes newspaper advertis- 
‘ing, interior display, window 
promotion, point of sale sell- 
| ing. 

Hundreds of home furnish- 
ings manufacturers recognize 
that the right kind of business 
paper advertising will make 
their consumer advertising 
'work more effectively for 
them. 


They promote their brands, 
their consumer advertising 
through RETAILING because 
they know that RETAILING 
has the largest readership 
among the best-rated furni- 
ture, department, chain and 
| specialty stores; and that it is 
‘read with the urgency that 
only a NEWS-paper can com- 
mand. 


f 


RETAILING 
HOME FURNISHINGS 
A Fairchild Publication 

Fairchild Bildg., 8 E. 13 St. 


New York 3, N. Y. 
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Joins ‘Pathfinder’ 

Philip W. Reling, formerly di- 
rector and assistant secretary in 
charge of sales for Sidney Wanzer 
& Sons, Chicago, has joined the 
Chicago sales staff of Pathfinder. 


McDonald Named 


Roy M. McDonald & Co., Los 
Angeles and San Francisco, has 
been appointed Pacific Coast ad- 
vertising representative for Power 
Plant Engineering, Chicago. 
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Grange Leaque to 
Serve Consumers 
with New Co-op 


Ithaca, N. Y., July 20.—Coop- 
erative P & C Family Foods, a 
“separate and distinct farmers’ co- 
operative,” with paid in stock of 
$650,000 and a line of foods em- 
bracing 1,000 items, blossomed 
into full growth here this week 
after a year and a half of opera- 
tion as the marketing division of 
the Cooperative Grange League 
Federation Exchange, by which it 
was operated as an experiment in 
wholesale and retail marketing of 
food products. 


Serves 180,000 Farmers 


Grange League Federation is 
one of the largest and most power- 
ful farm cooperatives in the United 
States, with a patronage said to 
total some 180,000 farmers in New 
York, New Jersey and northern 
Pennsylvania. C. W. Sadd has re- 


signed as head of Cooperative | 
GLF Farm Products to become 
general manager of the new co-op, 
and offices have been established 
at 306 N. Cayuga St. here. 


Food System Unique 


Pointing out that Cooperative P 
& C Family Foods—the “P” stands 
for “producer” and the “C” for 
“consumer” — is “the only food 
system in the world created by 
farmers to service consumers,” Mr. 
Sadd said incorporation of the or- 
ganization would result in build- 
ing a distribution system at both 
retail and wholesale levels for 
products produced on northeastern 
farms, would keep the ownership 
of such a system in the hands of 
farmers, and would enable the 
best possible job of servicing hu- 
man nutritution to be done. 

The co-op is already working 
with hundreds of independent 
merchants in its territory, he said. 
It operates two-self-service food 
stores, one in Batavia and one in 
Auburn, and also operates two egg 
and butter stores in New York 
City. It will devote its efforts 
principally to the marketing of 
fresh fruits and vegetables, meat, 
eggs, and cereal grains. 


Goodrich to Cleveland 


The recently-organized chemical 
division of B. F. Goodrich Com- 
pany, Akron, has been established 
in the Rose building, Prospect | 
Ave. and E. Ninth St., Cleveland. | 
Distribution and technical service | 
to processors of the company’s line | 
of resins, rubber chemicals, syn- | 
thetic and reclaimed rubber will | 
be handled from the Cleveland 
office. 


To Alley & Richards 


} 
| 
| 
Jeanne Martinez Ambuter, for- | 
merly with McCann-Erickson, has 
joined Alley & Richards, Boston. | 
| 
} 


Webb to Morton Salt 


Arthur E. Webb, formerly with | 
the Detroit sales office of Salada | 
Tea Company, has joined Morton | 
Salt Company, Detroit, as city | 
sales manager. 


Robeson Names Hutchins 


Robeson Cutlery Company, 
Perry, N. Y., has named Hutchins 
Advertising Company, Rochester, 
to handle its advertising in general 
Magazines and business papers. 


FOSTER, 


OHIO... 


That Fragment of America down there 


Is Foster. Some Folks, though, recall it best 


As Foster’s Crossing: how that name revives 


Familiar scenes and sounds of years ago: 


! 


The Hoppe’s Island outings every week, 


With Basket lunches spread on shaded grass; 


The inlet, arched with trees, where children splashed 


In knee-deep water, 


while their elders dared 


The current of the stream; the old iron bridge; 


The mill: its droning falls; the summer camps; 


The little boats adrift at calm of dawn 


Ww 


- 


| 
} 
} 
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Fragment of AMERICA 


On quiet waters where the bass abound; 
The white frame church, its steeple skyward aimed, 


A pointing hand, directing men to God. 


How small this fragment seems! What is its worth 


% 


No thriving market here, where needs are few; 
Yet, here folks live, and work, and play, and love, 


\nd wed, and rear their young—for this is home. 


No—FOSTER may not mean an awful lot 


To anyone at all... except, 


of course, 


To folks who call it home, and always will, 


And folks they welcome in their homes—like us. 


LW 


The Nation’s Most Merchandise-able Station 
CAVISION OF THE CROSLEY CORPORATION 


lev 
ICE CREAM vag 
ts ir 
: nt, 
a Pi 
| Yes, all during July, your Breyer Dealer will have on pe 
| ebundent supply of your favorite ice cream. Thot's 04 
Pr becouse the Government hos relecsed more fine Ju 
; dairy products to moke it. Q 45 
: So, during these hot July days, refresh yourself ; 
i schon with Breyers io Cream. Toke plenty of bulk 194 
ice cream home to the fomily—os much as you wont J 
\. es often as you wont it. ms 
re If you own © low-temperature home freezer, buy a” ise 
golion or more of Breyers ice Cream ond have # ‘ote 
‘ hondy. It will keep perfectly. npt 
i nth 
use€ 
pt 
194 
a: 
ers 
lec: 
1% 
BY THE GALLON—Not long ago ice Bs 
cream retailers were asking buyers to — 
take ices and sherbets along, with ice rg 
cream but Breyer, Philadelphia unit of t-F, 
National Dairy Products Corp., now is id of 
urging consumers to buy by the gallon. past 5 
It is using 192 and 200-line ads in 74 ree 
dailies and weeklies in Pennsylvania and of ae 
New York. McKee & Albright is the 
agency. Eco 
Bacardi Imports R ] 
Uses Rum Recipes, } “© 
a Chic 
Irvin Cartoons nstitu 
empha 
| New York, July 19.— Bacardi )wnins 
| Imports, Inc., formed in April as McGra 
| the sole agent in the United States Ill., is 
for Bacardi rum, brand former) black ¢ 
handled by Schenley Import Cor- Hospiti 
poration, has begun its first news- Hospite 
paper and magazine advertising Dieteti 
for the rum to run definitely Chain 
through October and_ probably agemer 
until the end of this year. rant, R 
Two column 400-line ads cur- Hotel ] 
rently are scheduled in 80 papers ind So 
throughout the country. _ Illus- Service 
trated by Rea Irvin, cartoonist } Adve 
they feature drink recipes using feature 
Bacardi rum. Also planned are |@ or sar 
varying size ads in 12> national trayed 
magazines. and ba 
Peck Advertising Agency has cessful 
the account. rant n 
Sa special 
Hopkins Joins ‘Examiner’ |) ["°"'s 
Alfred E. Hopkins, for 22 years § toast.” 
a member of the display advertis- Agen 
ing department of the Tribun trie’s | 
Oakland, Cal., and more recent!) Earle | 
assistant advertising manager, has [J 
| joined the display staff of the Los 
Angeles Examiner as a_ special ; Gesre 
representative. Herb 
buyer j 
Named CKWS Manager ation 
Harry Edgar has been appointed line 
commercial manager of Station with tk 
CKWS, Kingston, Ont. : a 
& Pra 
f the 


‘ Selling To Women While 
i They're Young 
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Published by ,GIREESCOUTS 
3 155 Ease 4gth Sereet, New. York > 
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Grow along with us! é 


225,000 ABC! 


MEMBER OF THE YOUTH © ¢% 
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Newsprint Use 


Report Shows 


lew York, July 19.— Daily | 


‘National Linage Up 
‘in Inland Dailies 


' Declines, ANPA | 


National advertising 


according to 
advertising comparison issued by 


wspapers continue to make big | the Inland Daily Press Association. 
s in their consumption of news-| Reports from 119 papers showed 


it, according to a report just) 
ied by the American Newspa- | 
Publishers Association. | 
Jewspapers reporting consumed | 


a total column inch figure for May 
of 359,484 as against 250,896 last 
year. Classified advertising rose 
20.07% in the same period and 


077 tons of newsprint paper |jocal advertising linage was up 


June, 1944, compared with 
8.450 tons in 1943 and 242,404 
1941. This was a decrease of 
1% from last year and a de- 
ase from June, 1941 of 21.2%. 
rotal estimated newsprint con- 
mption in the United States last 
nth was 254,769 tons, including 
uses of newsprint paper. Con- 
yption for the first six months 
1944 is estimated at 1,558,033 


_ of which the reporting news- 
ers used 1,168,525 tons. This is 


lecrease in newspaper use of | 
1% under the first six months | 


1943, and a decrease of 20.4% 
ider the first six months of 1941. 


Stocks of newsprint on hand, 


vith newspapers reporting to the 


\NPA was 54 days’ supply at the | 


end of June, an increase of three 
lays’ supply over that at the end 
of May. 


Economy Served 
in Toastmaster 
Recipe Series 


Chicago, July 19.—In a national 
nstitutional campaign designed to 
emphasize the economic value of 
owning a Toastmaster in wartime, 
McGraw Electric Company, Elgin, 
Ill., is running page and half-page 
black and white advertisements in 
Hospital Management, Modern 
Hospital, Journal of the American 
Dietetic Association, 
Chain Store Age, fountain man- 
agement section, American Restau- 
rant, Restaurant Management, 
Hotel Management, Hotel Monthly 
ind Soda Fountain & Quick Food 
Service. 

Advertisements in the series 
feature appetizing plate lunches 
or sandwiches attractively por- 
trayed along with a photograph 
ind background story of the suc- 
cessful dietitian, chef or restau- 
rant manager who devised the 
specialty. Theme of the advertise- 


ments is “Stretch hard-to-get 
foods with delicious Toastmaster 
toast.” 


Agency handling McGraw Elec- 
tric’s institutional advertising is 
Earle Ludgin & Co., Chicago. 


Gesregan Changes 

Herbert Gesregan, former space 
buyer in charge of industrial pub- 
lications for Batten, Barton, Dur- 

ne & Osborn, and previously 

th the Albert P. Hill Company, 
Pittsburgh, has joined Marschalk 
* Pratt, New York, as manager 
{ the media department. 


“More Inquiries from — 
AUTOMOTIVE DIGEST — 
Than from Any Other — 

tomotive Publication!” 


Vith the independent 
rvice dealer coverage of any a: - 
tomotive publication, leading ad- 


greatest 


tisers say Automotive Digest 
tpulls any other publication. 


independent service dealer is 
w planning the equipment, tools, 
d supplies he will purchase just 
soon as they are available. 
ach him while he is still plan- 
\g—through the only automo- 

publication offering Jobber 
rtified Circulation. 


Cincinnati, Ohio 


Institutions, | 


13.9%. 


Directs Lewin Research 


Leonard Newsteder, formerly 
account executive of the industrial 
division, A. W. Lewin Company, 
New York, has been promoted to 
director of industrial research and 
copy. 


the monthly | 


| reduce 


WPB Statement to 


in intana| Aid Retailers in 
| dailies gained 43.3% in May, 1944, 
|over the corresponding month in 
| 1943, 


Saving Wrappings 


Washington, July 18.—Acting to 
confusion and _ hardships 
resulting from the _ shortage of 
wrapping and packaging materials, 
WPB recently issued a statement 
of policy designed to assist retail- 


|ers in acquainting the public with 


packaging conservation measures. 

The step was taken at the re- 
quest of dealers, who had found 
that many customers were unwill- 
ing to accept items without extra 
wrapping. With the WPB state- 
ment as authority, it is explained, 
public cooperation in the conserv- 
ation effort should be more readily 
obtained. 


In general, the statement set 


forth broad policies for the guid- 
ance of retailers and shoppers. It 
asks consumers to take used shop- 
ping bags and paper bags with 
them when shopping; to accept 
without wrapping articles in man- 
ufacturers’ packages which can 
safely be carried unwrapped, and 
finally, to salvage all usable wrap- 
ping paper and cardboard boxes. 

Similar WPB declarations have 
been issued to assist retailers in 
the elimination of bargain sales | 
of furniture and other consumer 
items during periods of scarcity. 
In addition to explaining the pack- | 
aging shortage to the public, the 
new statement is expected to re- 
duce the competitive advantage of 
stores that happen to have large 
inventories of wrapping materials. 

Retailers are told to use wrap- 
ping and packaging materials only 
for protection and not for appear- | 
ance. They should not wrap an'! 
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item already packaged so it can 
be safely carried or delivered: 
articles received from suppliers in 
boxes, paper packages, cans, bot- 
tles, jars or other containers. 
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Petitor with better advertising’’ 
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CHICAGO «+ DEL 3800 


people’s primary needs that it is only natural 


Eas and apparel is so closely related to 


to find history recording this industry as the earliest 


known to man. 


And because of its basic impor- 


tance, textiles and apparel has come down through 


the years as a mighty force in the social and eco- 


WOMEN’S WEAR DAILY @ 


nomic life of almost every nation. 


That is why you find textiles and apparel one of 
the most active and most important of America’s 
major industries. Normally it does a 7 billion 
dollar annual wholesale volume. Only food out- 
ranks it great industries in 


among the many 


America. 


Women’s clothing alone accounts for $1,315,700.- 
000 of the textile and apparel total. Add to this 
the $165,000,000 worth of fur coats, $300,000,000 
worth of hosiery and $400,000,000 worth of wom- 
en’s shoes and you have more than two and a 
quarter billion dollars which makes women’s ap- 
parel an outstanding first in the second largest 
industry. Yet with all this importance, women’s 
apparel, like the other textile and apparel groups. 
less advertising in trade and 


has far consumer 


media than such leadership warrants. 


This fact is particularly astonishing when we con- 
sider that women’s apparel has top rank in retail 


newspaper advertising. The commanding space 


omens Wear 


THE RETAILER'S 


NATIONAL 


far more than any single type of 
shows the 
interest in and the economic importance of wom- 


nation’s newspapers 


en’s apparel advertising. 


advertising in the 2 
intense consumer 


But trade and consumer media have never had 


advertising in sufficient amount for a complete 
selling job of textile and apparel products. True, 
some of the largest agencies have scored notable 
triumphs with textile and apparel accounts, but 
the number is far down the list when compared 
to other fields. 


War and its aftermath is bound to change the 
advertising picture. Even now, more and more 
leaders in textiles and apparel are converting to 
advertising plans that call for experienced agency 


direction. 


The time is right to contact manufacturers and 
others in this field . . . to discuss plans and review 
their problems. You will find the world’s oldest 
industry is dynamically young . . . a logical place 


to develop profitable post-war accounts 


LW 


NEWSPAPER 


Fatrchild Publications 


DAILY NEWS RECORD e@ 


RETAILING HOME FURNISHINGS 


@ MEN'S WEAR e@ 


CHICAGO APPAREL GAZETTE 


FAIRCHILD'S TRADE DIRECTORIES 
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“LINCOLN LAND” 


leads the nation in food production, 
food processing and distribution . 
and in Victory Gardens. 


The most important word 


in the world today...and tomorrow... HOE M/) / 


Re ek 
ogee SS | ‘77 EEP ’EM FED!” These same conquering spirit as our 
a simple words on the front fighting forces. And with the 
oo cover of every issue of Prairie same Victory purposes. 
° put Farmer express one of the main ; Milli 
- merce ot working objectives of the people A oe of “ig - 
°o . e “Li Sa “Lincoln Lan is tru the 
is min sin was ica sions wna bn ” heart-beat of this nation + one 
His hi hea griend, # yewer AEST ok. Here in “Lincoln Land” is a . Bh , 
cit recently, \ orjoritie Kot He , great army, soldiers without rca doe nica en pe ag 
1 nad 3 vis 4; eck Pness pro t ae 4 uniform—men, women, and chil- ora Pp ' . , ree 
quret UP *° Lar. Ast aay afterne Tan going | a the st aa dren—working for one common each year more than one-eight 
and othe’ 4 rie he said er _ goal, Victory, through produc- of the spendable income of the 
ing £0" the eck vn my i n the side on the . tion of the world’s most critical entire nation. 
sail it woe a rome far ae ont 1 sauntane! ae YY need: FOOD! For 103 years Prairie Farmer has 
and fX sre a Bemigentleran axes oe ac of the & seein’ The Food Army been their friend, guide and con- 
ett call t ove it cat ake the ristactio onl The long-day, main job of a large fidant; for two decades WLS has 
farnd: TheEeneg sot AY apy manager pack peeeeen A Se EAN! i caegs dhage tondionsd talk thats 
eeniy tt *m hapP? hen farm, town and city people liv- 

. sense Bre gundersta'y’ really atts coin LA a” Scie ing in “Lincoln Land” can be oe think 1° they anyon 
“Or, te ’ nas of “Aiewhethet hey nave summed up in six words ... to elp them to live better and be 
nee ter™- 4 pousar the SO she fart ests: They produce, process and distribute happier. This great team of farm 
ie is typice n boty, town Of Veg and Ine te FOOD. With more than 540,000 publication and radio station is 

whose mee Kgrounds pe all our P farms and more Victory Gardens a direct line of communication to 
and Wine same "ike Tee? than any other comparable area, the hearts as well as the minds 
much a react Ah Pf ster and WES “Lincoln Land” folks smashed of the people of “Lincoln Land.” 
is gent, Prairl® Farm all food production records in More and more, advertisers are 
rr 1943, aim to smash that record finding that there is no better 

again in 1944. way to sell these “Lincoln Land” 

This FOOD task-force is work- folks than Prairie Farmer and 

i ing with the same tenacity, the WLS—together. 
4 ae 


Straight talk to ‘“‘Lincoln Land’’ folks 


Many advertisers have learned how eagerly the 
folks of “Lincoln Land” respond and buy, once 
they are convinced that a product is worth while. 
And they have found in WLS and Prairie Farmer 
the means of winning that confidence. 


AHMEH 
CHICAGO aut 


It’s no trick to capture this market—if you are 
straight-forward, genuine and practical in the 
way you present your products. We will gladly 
cooperate with you or your advertising agency 
in making plans to use this “advertising team.” 


“LINCOLN LAND” 


The symbol of a 
working people 
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DEARWOE . . . - BUSINESS CHART OF THE WEEK . . . . THE PAY-OFF. .. . 


The Creative Wane Corner 


[Two weeks ago we put it down here 
at probably nothing else in the whole 
‘hnique of advertising suffers quite so 
uch from the constant urge to make 
ch advertising campaign new and dif- 
ent as do layout and illustration. 

Today we have four wonderful exam- 


BARRARA 


B MacMURRAY - STANWYCK 
EDWARD G. ROBINSON 


va TECHNIC OLOF 


ples. Examples of trying to make some- 
thing new in the art department where 
there is no new idea in the advertising 
plan. 

Two of the motion pictures advertised 
here are very special productions. Both 
Wilson and The White Cliffs of Dover 
ire what Hollywood calls epics. Indeed, 
20th Century Fox calls Wilson “the great- 
est event in the fifty years of motion pic- 
ture entertainment” and M-G-M presents 
he White Cliffs as its “proudest triumph 
f all!” Both pictures have been widely 
‘eviewed. Yet in neither case is there 
inything more in the advertisement than 
these statements to indicate that the pic- 
ture is a jot above Paramount’s Double 
Indemnity — obviously (even in Para- 

int’s opinion, since they make no claim 
itsoever for it) a routine production. 


In the case of Going My Way, another 
Paramount picture, in which Life is 
quoted as having found Barry Fitzgerald’s 
performance one of the half-dozen finer 
things ever seen in motion pictures, no 
further reason whatever is given for the 
picture’s sensational success. 
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Some day someone in Hollywood is 
going to realize that a great many people 
are just as interested in knowing what is 
in a picture as they are in knowing who 
is in it. 

Some day someone in Hollywood is 
going to plan a motion picture campaign 
to be something more than a series of 
pictures . .. and with no more attempt 
to make each advertisement strikingly 
different than are the regular movie re- 
views in Life or Look. 

Perhaps these would make an ideal pat- 
tern for they are used by many an astute 
advertiser. 

In the meantime, motion picture adver- 
tising very likely will continue to pro- 
vide our best examples of bad layout, as 
well as completely uninspired copy. 


lhe Pay - Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles which have proved their value in mail 
order advertising—and which are equally important to the advertiser who 
dors not seek direct inquiries or orders—will be reviewed and discussed from 
we to week. Pertinent case histories, queries and comments from readers 
ar invited. Whenever possible they will be answered here. 


BY THE MAIL ORDER MAN 
ippose that advertisers will continue 
velop new variations or uses of mail 
advertising but it certainly seems 
verything imaginable has been tried 
* time or another. 

some years, mostly in the thirties, 
was a deluge of contests run by all 
of companies — publishers, trade 
ations, manufacturers, distributors, 
Prizes ranged from small awards to 
lus sums. There were limerick con- 
naming contests, jigsaw puzzle con- 
letter contests, photograph contests, 

contests, and other varieties too 
‘rous to mention. Newspapers, radio, 
izines and direct mail were used but 
nethod was in each case mail order 


advertising. At present contests are quiet 
but I suppose there’ll be another wave 
before too many years. 

It is éstimated that the annual premium 
expenditure has gone as high as $500,- 
000,000 in some years. The use of pre- 
miums is much more constant than that 
of advertising contests but the war short- 
age of merchandise has hampered it of 
recent years. Millions of dishes, of pic- 
tures, of spoons have been given away 
as premiums, largely through direct 
action advertising calling for a mail 
response or a call on a dealer. The list 
of premiums has run the gamut—from 
stockings to moth bags, from: puzzles to 
towels, from toy balloons to china sets. 

Direct mail is probably second only to 


in amount of advertising 
money spent in one medium—totaling 
about $408,000,000 a year. And almost 
all direct mail advertising is mail order 
advertising—trying directly for a re- 
sponse in either an inquiry or an order. 

Free offers of samples of products or 
offers of small samples at a low price 
(say a dime) have come into widespread 
use in recent years, more especially over 
the radio. While many of these offers 
call for presentation of a coupon to the 
retail dealer to get the sample, in others 
the sample is sent by mail. In both cases 
the offer is usually made by advertising 
so that this clearly comes within our defi- 
nition of mail order advertising. 

Some general advertisers, wishing to 
check the effectiveness of certain adver- 


newspapers 


tising appeals on the readership of cer- 
tain publications, have begun to include 
“hidden offers” in advertising. In most 
cases, they are not primarily after replies 
to follow up for sales but only seeking 
an indication of how many people have 
read through their ads to the hidden 
offer. To them it is just a method of 
testing. 

The bulk of publication and radio mail 
order advertising, of course, is. still 
straight advertising for an inquiry or sale 
without any extraneous offer of a sample, 
a premium or a contest prize. In essence, 
this kind of advertising has not changed 
greatly in 20 years—the early practition- 
ers found most of the correct answers 
and later developments have been only 
in refinement of details. 


Dear Joe ’ 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


of view that will be important for “Joe” to bear in mind when he returns to 


civilian life in the advertising business. 


Dear Joe: 

It looks as if originality of thought and 
all-around mental alertness, coupled with 
genuine ability and sincere effort, will be 
required to a greater extent than ever 
before in the food 
merchandising and 
advertising world 
you will return to 
after victory. That’s 
because of changed 
eating habits on the 
home front as well 
as the fact. that 
many new food 
products, the result 
of wartime research 
and development by 
the industry, are 
now locked up in the laboratories waiting 
only for the end of scarcities in raw 
material and packaging before making 
their debut before the American public. 

You see, Joe, the war has completely 
disrupted many of what were formerly 


Paul S. Willis 


the accepted food manufacturing for- 
mulas, production methods, packaging 
and transportation ideas. Distribution 


methods, too, have been streamlined as 
a result of wartime pricing and rationing. 
Because of all these new wartime devel- 
opments, particularly those which have 
taken place in quick-freezing and dehy- 
dration, we have businesses that are not 
inhibited by a lot of old prejudices. 

It is certainly not beyond conception 
to think of a postwar meal entirely 
cooked and frozen so that all you will 
have to do is heat and serve it. For 
example, just to give you a quick idea 
of some of the newer food manufacturing 
developments waiting only for the end of 
hostilities to seek wide consumer accept- 
ance, let me mention that many kinds of 
unusual fish which were previously 
passed up by processors because they 
contained more bones than flesh, are now 
being packed because processors have 
found a way of completely dissolving the 
bones. Only recently, a way has been 
found to pulverize egg shells and thus a 
former waste item has become a great 


business Chart ot the Week 


source of calcium. Grape seeds, also for- 
merly thrown away, are now giving us 
a valuable wartime food pro¢uct which 
is still a military secret to the home front. 
Dehydrated whole bananas, including the 
skin, are actually being used at the pres- 
ent time in a mixture with cocoanut and 
sugar for bakery products. As a matter 
of fact, one of the largest food manufac- 
turers recently told me that his company 
has sO many new postwar products that 
they will have to “program” them as he 
does not believe they will be able to use 
them all at once. “As a matter of fact,’ 
he added, “I would not be surprised if, 
after this war is over, the new food prod- 
ucts might result not only in dozens but 
a few hundred unique items and mean a 
very great deal not only to the sales staff 
of individual manufacturers but to the 
whole marketing business and to adver- 
tising.” 

So you see, Joe, it doesn’t take much 
imagination to realize that food merchan- 
dising and advertising after the war will 
enter on a new phase in its growth. 
Instead of seeking volume merely for 
volume’s sake, there will be a new kind 
of competition among manufacturers and 
their distributors to improve old products, 
launch the new ones and constantly strive 
for greater public acceptance of their 
brands. While competition will still be 
keen, perhaps even keener than before, 
improved quality due to wartime discov- 
eries, and new products developed by 
exerting greater ingenuity under the 
stress of meeting wartime needs, will 
replace price-cutting as a means of 
attracting volume. 

All of this will mean greater rewards 
for individuals, besides increased employ- 
ment for the nation, and the consumer’s 
ability to gratify every food taste will 
be his or her reward for having accepted 
wartime food rationing and all the other 
discomforts because it meant hastening 
the final victory. 


PAUL S. WILLIS, 
President, Grocery Manufacturers 
of America, Inc. 


Production Of Carpets and Rugs 

THE SITUATION UP TO NOW: FORECAST OF THE POSTWAR YEARS: 
wo yoo 
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0 PRODUCTION OF so PRODUCTION OF 
70 FINISHED GOODS 70 FINISHED GOODS 
60 (in millions of sq. yds.) Ps (in millions of sq. yds.) 
$0 $0 
a 4 
» 30 
20 20 
10 al 10 
° 937 1938 1939 «1940 «(194 1943 1944 ° v1 v-2 v3 

-- Firth Carpet Lompany 
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Lithographic Group 
Appoints Griswold 

Wade E. Griswold has been ap- 
pointed full-time executive direc- 
tor of an expanded research and 
education program to be con- 
ducted by the Lithographic Tech- 
nical Foundation, New York. Mr. 
Griswold served as an executive | 
of Alco-Gravure, a subsidiary of | 


the American Lithographic Com- | 


pany for five years, and more re- 
cently was with Young & Rubicam 
and Maxon, Inc. 


Appoint Grey Agency 

Parents’ Magazine, New York, 
and Hump Hairpin Mfg. Company, 
Chicago, have appointed Grey Ad- 
vertising Agency, New York, 
handle their accounts. Copy plans 
are now in preparation for Hump’s | 
Holdbob hairpins and other hair 
accessories. 


TATION 


DAY and NIGHT 


‘BUFFALO 
BROADCASTING 
CORPORATION 


to | 


Hercules Uses 
Basic English 
in Export Book 


Wilmington, Del., July 19. —One | 
manner in which use of Basic 
|English may save time and effort | 
for advertisers was demonstrated | 
here this week by Hercules Powder | 
Company, which has just produced | 
an attractive new booklet describ- 
ing Thanite, its new insecticide. 
Hercules expects to sell a lot of 
Thanite throughout the world 
when the war ends, and normal 
promotional usage would have re- 
|quired reproduction of the new 
booklet in the language of every 
country in which the product 
might be sold. But Dr. Theodore 
| Switz, head of Hercules’ overseas 


OF harbors rere pas § 00 28h by 


t 
FROM JUMGLES 


division, instead decided to pro- 
duce the book in Basic English panels illustrate methods of research 


and eliminate all the foreign edi- 


| tions. 
Because Hercules has such a| 
| wide line of chemicals, each re- 


$8 thers wailboons of 57 rascrnpshie 


Prom FORHOLES 


PRARMACISTS ARF SERVING THE 
ie ARMED FORCES se 


supplied to the armed forces by Upjohn. 
and produced the display. 


i 


a wo 
“ ¢ 


¥O BASE HOSAITALS 2 
TO ARCTR, WASTES 


PHARMACISTS AT WAR—Official Army and Navy photos feature the center 
panel of this Upjohn window display developed for drug stores, while the side 


and production and pharmaceuticals 
Forbes Lithograph Mfg. Co. created 


| quiring its own special descriptive | guages, but has used the regular 
|literature, the company has not|U. S. books, but in many Cases 
| published books in foreign lan-| foreign readers have found diffi- 


culty in fully understanding them. 
“With Basic English, in which 
there are only 850 words, it is pos- 
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|sible to give the chemistry 
|trade facts so simply that tho 
| with little knowledge of Engli 
lare able to get them,” Dr. Swi 
'explains, in Basic English. “A] 
| we can put the material out mo 
;}quickly and keep it more near 
;up to date than if we had to p 
/it into a number of different la; 
| guages. Ordinary English now 
|used more than any other of t 
|world languages, and Basic Er 
lish offers overseas. traders 
simple way of talking about t 
goods they are offering.” 

The Thanite book will short 
be tested in Latin America. 


NNPA to Publish 


New ‘Promotion Guide’ 


The National Newspaper P) 
motion Association 
publication of a “Promotion Gu 
Book” to be prepared by Lawre: 


ager 
according to Russell L. Simm: 
of the Cleveland Press, presids 
of the association. 

Material from previous conve 
tions and other sources will 
used in the text of the guide. 


is sponsorin; 


W. Merahn, New York Sun, man- 
of the NNPA news bureau. 
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typographic styling of this notable prestige 


What type for text?. 
Modern Roman was my immediate choice, 
Typo Script for accent. It is obvious from 
reproduction above that ATF types played 


role in the success of this advertisement. I 


typography they have helped me produce.” 


AMERICAN 


~ and the scon?t of fim 


a) cvfume endures ho 


, j 
Ti} dawn's lect waltz, perfume drifts 


Gacy saa Jolt C 


FOR CARSON PIRIE SCOTT & CO” 


* These are the words of Harry Burke, who did the 
newspaper-advertising campaign. He continues: 


ie he theme was charm, beauty, loveliness, the exotic. 


for display? Bernhard 


a debt of thanks to ATF types for the disti 


clings, weave 


Amante 


nies « fed floor 


wrens @ Parle & 1 Aimnant ® 1, Origen 
ne & evemede @ Pare wl Aunant @ LOngem @ Chypoe & 


a 
hie 


a; 


with 

the 

a major 
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inguished 


* Have you the ATF Red Book 
of types? If not, send for it on 
your letterhead. Also, single page 
specimens including complete 
alphabets of the following 


and other ATF faces. 


Stymie Bold Condensed 
TOWER 
Lydian Cursive 


Spartan Medium 
BALLOON LIGHT 


HARRY BURKE, typographic 
consultant and designer for 


Monsen-Ch icago, Typographers 


TYPE FOUNDERS 


200 E LMORA t AVENUE, E spnpemapetei TH B, NEW JERSEY 


ADVERTISEMENT TIN THE 


RNHARD MODERN FAMILY AND TYPO ScRtPf 
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\ Zenith Promises 
') C uick Change to 
| P .ace Products 


icago, July 18.— Through its 
me decision to produce 
ynic equipment only, Zenith 
e. .9 Corporation will be able to 
, ert to peacetime production 
a minimum of effort, J. J. 
e, vice-president and director 
les, told a group of mid- 
‘ern distributors at a round- 

e conference here recently. 
he conference was the first of 


we can begin to consider the re-| production potential.” He reported 
/sumption of civilian manufacture,” | that Zenith’s position in the export 
'Mr. Nance said. “We must con-| field had been strengthened by the 
|sider ourselves fortunate that we|appointment of the American 
adopted, more than three years|Steel Export Company as its ex- 
ago, a policy of confining our war | clusive export agent, and that the 
|production to the field we know organization had been augmented 
‘so well — mass production of) by the addition of several key ex- 
|radionic equipment.” ecitives. 

Saying that “if peace came to- | 


| 
/morrow, we would be ready,” Mr. | 

‘Nance described for the distribu- Heads Nash Exports 
tors Zenith’s expansion in its en- 
|gineering and manufacturing de-| ning superintendent at the Chrys- 
|partments, and told them how its ler Tank Arsenal, Detroit, has been 
|sales organization would function | appointed export sales manager of 
to handle the “vast expansion of | Nash Motors, Detroit. 


S. I. Carlson, since 1940 plan- | 


39 


Wayne, Ind., and its president, J. 


Zobian, Manney Join C. Hutzell, seller and distributor 


‘Pedlar. Ryan & Lusk of medicinal preparations, with 
Ernest P. Zobian, formerly man- | “false. advertising and misrepre- 
ager of the New York office of sentation through newspaper, 


H. W. Kastor & Sons, and Russell periodical and other media adver- 

F. Manney, for the past 17 years | “Sing. 

with Campbell - Ewald, Detroit, 

have joined Pedlar, Ryan & Lusk, 

New York, as account executives. 
Mr. Zobian will handle the Ster- 

ling Drug account. 


PREMIUM COUPONS 
HANDLED 


FTC Cites Ovelmo Ads 


Federal Trade Commission has 
charged Ovelmo Company, Fort)! 


A DIRECT MAIL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN 8ST. CHICAGO 


ies of meetings to be conduct- | 


juring the summer in Cleve- 


- Boston, New York, Phila- | 
iia, Atlanta, Dallas and St. | 


; by H. C. Bonfig, vice-presi- 
t in charge of household radio. 
time is approaching when 


Buffalo’s 
Greatest Regional 
Coverage 


FFALO’S 
BLUE 
1ETWORK 
STATION 


7a 


000 WATTS BY DAY 
(00) WATTS BY NIGHT 
ag, 
BUFFALO — 
BRD ADCASTING 
wDRPORATON 
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John a McElwain & Co. 


That’s something to crow about: 


1943 Cash Income from Dairy Products . .. . . $2,804,000,000 
1943 Cash Income from Poultry and Eggs. . . . $2,424,000,000 


(Source: U.S. D.A.) 


Poultry income is nearly as large as dairy—use this 
fact in making your farm publication list. Here is one 
of the most prosperous segments of the National Farm 
Market where every day is pay day. 


For many years Poultry Tribune has served this 
highly specialized industry. Each year its editorial 
influence has increased. Each year it has demonstrated 
its sales-producing power for advertisers. Top your 
next Farm Publication List with . . . Poultry Tribune. 


To Cover the Most Responsive 
Section of the Farm Market ; 


USE... 


POULTRY TRIBUNE 


Home Office: Mount Morris, Illinois 


Representatives: 
New York: Billingsiea and Ficke 
Chicago: J. C. Billingslea Company 
Member : 


AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 


AMERICA’S LEADING POULTRY FARM MAGAZINE rd 
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ONTRARY to opinion credited to managing 
editors in a recent Post article, The Journal’s 
Nellie Bly contingent hasn’t increased normal con- 
sumption of headache powders in the city-room. 
Doris Lockerman, standing, and Rebecca Frank- 
lin are two of the seven women reporters whose 
by-lines appear over many of The Journal’s big- 
gest news breaks. 

Punching the typewriters and pounding the 
beats of men away at war, they are doing the 
sort of city-room job to which Journal readers 
are accustomed... . 

it’s a brand of reporting and feature writing 
that has built the largest readership in Southern 


newspaper history. 


The Atlanta Zournal 


*++ Covers Dixie 


THE JOURNAL carries more husiness. sells more goods than 


any other Atlanta pewspaper. Circulation 
Our 
50.000-watt WSB is the JOURNAL station. 


249,918 
Halker ( ompary 


Sunday. 


194.036 daily: 


representative: Sau yer-Ferguson- 


Like the Dey 


Pycope Campaign 
in ‘Life’ Lauds 
Wartime Dentists 


( Picture on Page 63) 

Jersey City, N. J., Juwy 20.— 
' Paying tribute to the Army Dental 
|Corps, whose members have been 
|decorated with the Distinguished 
|Service Cross, Purple Heart and 
posthumous awards, Pycope, Inc., 
a subsidiary of Block Drug Com- 
pany, will launch a campaign of 
full pages in the July 24 Lise in 
behalf of its tooth powder and 
| brushes. 
| The theme of the initial ad is 
|expressed in a quotation from 
| Maj. Gen. Robert H. Mills, director 
lof the dental division, surgeon 
| general’s office, who says: “Amer- 
|ica’s dentists-at-war are con- 
tributing a tremendous service. 
Their work will be of very great 
| benefit to the men’s health long 
|after they’ve returned to their 
homes.” Under the headline, 
“Dental Appointment ... in Eu- 
rope!”, the ad relates the dentists’ 
part in every invasion, with figures 
cited to show the immensity of the 
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task and accomplishments, 

Consumer copy is held ; 
small box at the bottom of 
page, in which the company st 
that more than 20,000,000 pack 
of Py-co-pay tooth powder } 
been supplied to the Army Q 
termaster Corps for armed f, 
in the field. 

Although the corporate pn 
remains Pycope, the company 
changed the product name to 
phonetic spelling—Py-co-pay- 
cause of the difficulty of pro: 
ciation. Next ad in the s 
which thus far is limited to 
will be built around the 
being done by the Navy’s ds 
officers. 

Cecil & Presbrey, 
handles the account. 


New \ 


Adopts New Format 
Effective with the July i 
Underwear & Hosiery Re 
New York, is being publishe 
two sections, each with its 
front and back covers. Part 
is devoted to hosiery and 
goods, with the second sec! 


covering the lingerie trade. }: 


parts of the book are being ma 


to subscribers in the same en\ 


ope. 
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“There I stood, sounding off 
| a to Countway, Perkins, the product advertising heads 


| on 


and the agency boys, Man, what a dream!” 


MANY A MEDIA SELLER has tossed 
in his sleep over getting a slice of 
Lever’s multi-million dollar 
schedules. 

Neither dreams by night, nor 
schemes by day, payoff for most 
people. Best way to reach realistic 
buyers has always been through a 
strong common denominator of 
interest. Look... 

Practically all Lever’s marketing 
executives ... and the key agency 
men who work on a Lever product 
...read one or more of the 5 major 
advertising -marketing magazines. 
Lever President Countway, Top 
Adman Perkins, Sales V-P Bern- 
hard each subscribes to one. Gen- 
eral Sales Manager Chambers 


Si le ae. 


pays for two. Thompson’s Palmeublic: 
» " 
hulls 


(Lux) subscribes to one. 


rauffs McCarthy (Rinso) 


Sullivan (Spry) each reads ver; 
an 


—as does Y & R’s Cates (S\ 


Almost anyone anywhere w! 
anything worth doing on 
marketing is here: 


At Lever Bros...... 40 paid su 
At Ruthrauff & Ryan 118 paid su 
At J. W. Thompson .120 paid su 
At Young & Rubicam 141 paid su 


We will be delighted to sho 


how substantially these 5 pu lic 


tions surround the significa! 
zens at America’s importa 
counts and agencies. 


-€3\ . 
You'll sleep like a baby om: you let t! 


end — : : 
J advertising- marketing magazines make calls for yo! 


ADVERTISING AGE e ADVERTISING & SEL! 
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Cowles Shifts 
1Executives in 
1Station Changes 


I Moines, Ia., July 20. — Ex- 
n- ve personnel changes in the 
tow Broadcasting Company and 
liary companies, effective 
the approval of applications 
ending before the FCC, have 
announced by Gardner 
es Jr., president of the com- 
pan es involved. 

(oon approval of the pending 
eations, the Iowa company 
discontinue ownership and 
neration of Stations KSO, Des 
M ‘ss, and WMT, Cedar Rapids 

Waterloo, Ia. 

tions in the organization’s 
nc. group will be WNAX, Yank- 
f Ss. D. and Sioux City, Iowa; 

(, Des Moines, Ia.; WHOM, 
York City and Jersey City; 
P, Boston, Mass.; and WOL, 
ington, D. C. 

A. M. Craven, vice-president 
e Iowa Broadcasting Company, 
ddition to his duties as tech- 

adviser on all engineering 
lems of the company’s five 

stations, will become executive 
.fead of Station WOL. 
i Craig Lawrence, vice-president 
mnd manager of Stations KRNT 
nnd KSO, will move to New York 
mo be managing director of WHOM 
and WCOP. A. N. Armstrong, as- 
istant manager of Stations WCOP 
und WORL, Boston, will become 
anager of WCOP. 

Ted Enns, national sales man- 
ger of the Iowa company, will 
epresent all five stations from a 
lew York office, while Karl 
aase, assistant treasurer of IBC, 
rill move to New York to carry 
m the same duties for the three 
pastern stations. 

Succeeding Mr. Lawrence as 
anager of Station KRNT is Phil 
offman, manager of WNAX. Mr. 
offman’s place will be taken by 
my Inman, manager of _ the 
Jaterloo offices of WMT, and Art 
Smith, program manager of 
INAX, will move to Sioux City 
s manager of the WNAX studios 
1 that city. Gene Loffler, formerly 
n announcer at Station KRNT, 
rill become program manager of 
e station at Yankton. 


mi¢ 
+) a 


KABC to Increase Power 


Station KABC, San Antonio, op- 

rated by the Alamo Broadcasting 
-ompany, has réceived FCC per- 
lission to increase its power from 
50 watts day and night to 50,000 
atts day and 10,000 watts night 
nd to change frequency from 
450 to 680 kilocycles. The com- 
any recently purchased the 
quipment of Station XENT, 
uevo Laredo, Mexico. 


wo Name West-Marquis 
West-Marquis, Inc., Los An- 


eles, has been named to handle 
ublication and direct mail ad- 
Ruth@®erusing for Pacific Finance Loans 
ani d for Oriental Rug Cushion 
OMmpany, manufacturer of floor 


ve! 


ngs. 


troller of UBC; Carl Smith, head 
of UBC’s technical research and 
|development, and Russell Rich- 
| mond, general manager of the new 
| Akron station, WHKK. 


_Chamberlin Ups Two 


formerly vice-president and gen-| F. C. Weinert, formerly sales 
eral manager of UBC and general | promotion manager of Chamberlin 
manager of Station WHK, Cleve- |} Metal Weather Strip Company, De- 


United Broadcasting 
Realigns Personnel 


United Broadcasting Company, 
which plans to operate Station 
WHKK, Akron, by late September, | 
has appointed H. K. Carpenter, | 


| retary. 
many years in the sales organiza- 
tion, has been advanced to the 
sales promotion post, and will also 
direct advertising. 


in charge of all station supervi- 
sion. Other new appointments | 
are: K. K. Hackathorn, vice-presi- 
dent of UBC and general manager 
of WHK; R. D. Borland, comp- | 


land, as executive vice-president troit, has been named assistant sec- | 
Robert Breitenbach, for | 
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| O'Connor to MacLaren Canadian Corporation, Toronto, 
| Harry O’Connor, formerly with has joined the radio department 
| the publicity and advertising de- | of MacLaren Advertising Com- 
partments of Famous Players! pany, Toronto. 
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EVENS 


"SELF IMPROVEMENT — 
‘ds an Atound-the-Clock _ 
dob With Me 


hair is my pet feature . . : 
and garden keeps 
under control, Of course, 
exercise alone won't keep,me 
I watch my diet 


: : ean do so much with my hair, 
; too... it’s fun to change from 
hair-do to another .. . it 


streamlined. 


LING NEW HAVEN'S 
WAR WORKERS 


Journal-Ceurier goes into war ; st 44 a Str ee 


: ; 

ts by the thousands daily — , + ee 
copy read by many, and -_ sot : 7 1 

ed on from shift te shift — r EC R ETS CIRCL 2 gi 

\ copy working 24 hours daily pee: 4) 3 , aa ae 

ating you coverage of today's eee tS | en i 

“spending customers 

000 readers dally! 


' % THE *& x | 
EW HAVEN, CONN. 
J )URNAL-COURIER 
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t Ad r 
Waitock Promoted "The Winner—By A LANDSLIDE!!] (it's iw Twe sac | B and merchandise offers that re 3 fm 2.7 
Victor Whitlock, formerly assist-| + Chie AL | 00 e “carloads of premiums” are mov cd a yet . 
ant to the publisher of Nation’s | hy ildi =. oe | 
Business, Washington, D. C., has | 4 n + * ; af nel ee gpk noe Pa ; ‘00 : 
been appointed eastern advertis- | | | {s troducing new household prod .. hi 
ing manager with headquarters in | as the company expanded { > + f 
pg hae i bgat eae sw industry that — renee z ie 
ness in excess 0 ’ 006 -Bcluce | 
1926 as western advertising man- | Years of Growth | nually. | a d 
ager and director of advertising, | | | Last year P&G, the coun: .’. Ac: val 
A rejoined the publication in| | Cincinnati, July 19—How ad- largest advertiser, spent alr st ce i 
| vertising “as far back in the com- $19,000,000 in four major mo ‘a, f ain 
pany’s history as one can trace,” | 224 its total promotional exp: ise HJ an sto 
‘along with manufacturing, re- | W@S, Probably in the neighbor! oq JM pr: uct 
Commercial search, promotion and public rela- of $25,000,000. m . 
= tions, has helped Procter & Gam- Research Spending Heavy) “3 
p> | ble build $7,000 into an invested 3 : 
POST-WAR ! Upp in Arms wat capital of $155,000,000 is high- salut eek tas desman te it - 
f ‘* BUILDING ; os — ' ai com-'|dous expenditures for resear. }— en 
‘ YP | boomer igt & rith obvious fits to tl BH ithe c 
will total 600 Millions POLITICAL SLANT—A departure from the general run of theater copy are Lg etd “a 4 p= ma i ee benefits to the con t 7 
“4 these two cartoon advertisements for the Danny Kaye opus, "Up in Arms." | WI rocter a , e U- |" "Large capital l = - bs 
Annually ARCHITECTURAL They are part of a local series prepared by Esseness Theaters, Chicago, shown bony booklet _— nag gp of ak aeanaiee Fam Pos ad oa a &k - 
MEN will control 82% te fhe ERO Radio Matures convention leet weet. eee aa ears Bovags Be ‘ee ast, | Soap manutacture ane ent the Ia { t 
. 5 ‘ " ‘ a very- sli 
For largest readership use... nal Procter & Gamble peddled | Pre ne pond me reach Of every- a 
s . r : . sn -* ‘ . pany continues. “As & ml 
° @ fm Talon Promotes Two Appoints Colton ag ge ne ae example, the price of a me. 
Penci Points Talon, Inc., steel tube division,| Boston Mutual Life Insurance |" although the management's use | dium-size bar of Ivory soap stood im 
Oil City, Pa., has appointed Rob-| Company has appointed Wendell | of advertising goes back to the| ——_ fe ‘Wien 
Te TITTLE TL itieee | co’ A. Campbell general manager | P. Colton Company, New York, to earliest records, the discovery of. ome COCs 
in addition to his duties as sales| handle its advertising. New Eng- | Ivory soap gave P&G its first real | thing e] 
; |land newspapers are being used. | aquertic; oon Ti a ie | it is bre 
manager |advertising opportunity, which it | 


The concert pianist is free to devote his exclusive attention 
to the interpretation of his music because years of arduous practice 


have enabled his skillful fingers to strike the proper keys instinctively. 


Instinctively, the people of Southern New Eng- 
land turn to WTIC for the radio programs they 
like best. As a result of this habit—born of more 
than 19 years’ experience—WTIC can offer ad- 
vertisers a larger and more responsive audience 
than any medium in this rich area. 


buying income more than 604 greater than the 
average for the entire United States. Convince 
them» of the merits of your product and they 
will buy it. 

You'll find that putting WTIC’s 50,000 
WATTS to work for you is a most profitable 


The people who listen to WTIC possess a habit to develop. 


IN SOUTHERN NEW ENGLAND 
PEOPLE ARE IN THE WAKE OF LISTENING TO WTIC 


seized with a full-page message | Cover the Rich Lehigh Valley 


in the old Independent back in| 
1882. 
‘Birth of Sound Idea’ 
Beside momentous events 


of 
those days, “the placing of a full- | 
page magazine advertisement | 
seems like a trivial event, indeed,” 
P&G comments. “But only at first 
| glance. 

“It was the birth of a sound 
idea: that if one devotes enough 
time, money and effort to telling | 
|people about a quality product, 
|they will buy that product in un- | 
precedented quantities. | 
| “Procter & Gamble has consist- | 
ently followed this idea—and kept | 
lin the forefront of American ad-| 
vertisers,” 
| Consistent magazine and news- | 
paper campaigns, network radio | 
shows, broad sampling and cou-| 
pon drives, contests that lured | 
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PRINTING 


| Now...more than ever... 
| 


YOU should 
look to Faithorn 


” 
DUS] 
foes. 
t 


ran 


With the war making a big demand on person- 
nel, advertising agencies and advertisers must 
look to the best and simplest way to handle their 
production requirements. This can be accom- 


plished through Faithorn compLeTe sERVICE— 
Ad-setting, Engraving and Printing, with art 
work and layouts — all under one roof. Why 
send cuts to one concern, type to another, 
blocks away, and then give your printing to a 
firm even farther distant? You can cut costs, 
eliminate worry and save TIME, TROUBLE and : 
MONEY by having Faithorn do the complete job. 
Only one contact and ONE order necessary. Let’s 


get together. Write, or phone Whitehall 2300. 


FAITHORN IS THE ONLY CONCERN IN CHICAGO 


THAT OFFERS THIS COMPLETE SERVICE, sol 
. |; . ; ‘ing 
Faithorn Corporation bn sell 
| AD-SETTING + ENGRAVING - PRINTING one 
| 400 N. Rush Street « Phone Whitehall 2300 + Chicago 11, Illinoi 
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75 cents in 1890. In the 54 
that have elapsed since then 
orice of raw materials has 
ure 100%. Wages have gone up 
100. New taxes have added 
half a cent to the cost of each 
f soap. Considering all these 
; ss, we should therefore con- 
jy o that the 1890 bar of soap 
» ld cost 10 to 15 cents today. 
\c cally, it costs approximately 6 
€ in the average store, and is 
; finitely better quality than its 
tor of 54 years ago. Mass 
action has demanded the ut- 
attention to manufacturing 


| de: il for higher efficiency and a 


lower sales price.” 


mmenting that elsewhere in 
‘1 try, “brilliant achievement 
h een met by quick fortune,” 
th. company adds that “soap is 
ther too commonplace for 
golden strikes. 
e best its makers can hope 


Fi to produce a better product 


slightly lower cost. Procter 
mble has followed this prin- 
It has stuck rigidly to the 
im of old James Gamble: 
en you cannot make pure 
is and full weight, go to some- 
s else that is honest, even if 
breaking stone.’ ” 


— t..00 a 


id 
business done 
ss 
. 


- 


n the U. S. is 
ransacted at 


the gas pump. 


he SUPER SERVICE 
4. /ON magazine is the 
0. hook in this field. 
| soline Pump Mfrs. Assn. 
Bh: ing-Cloud Publishing Co. 


ich. Ave. @ Chicago 11, Il. 
blishers of JOBBER TOPICS 


Export Assn. to Discuss 


Inter-American Affairs 


Thirteen representatives of the 
Latin American radio section of 
the Office of Coordinator of Inter- 
American Affairs will discuss the 
general picture of radio advertis- 
ing in Latin America today and 
the Coordinator’s part in it at the 
July 26 meeting of the Export Ad- 
vertisers Association. 

Participants are principally 
agency and advertising personnel, 
and each will discuss a particular 
Latin American country. 


Goodrich Promotes Miller 


Jay E. Miller, sales promotion 
manager of the industrial products 
and sundries division, B. F. Good- 
rich Company, Akron, has been 
named advertising manager of 
that division in addition to his 
present duties. 


Fritchey to ‘Item’ 


Clayton Fritchey, special writer 
for the Cleveland Press, has re- 
signed, effective early in August, 
to become executive editor of the 
New Orleans Item. 


King Joins DC&S 


Robert H. King, formerly of the 
publicity staff of the Blue Net- 
work, and previously with J. M. 
Mathes, Inc., and the Philadelphia 
Evening Bulletin, has been named 
publicity director of Doherty, Clif- 
ford & Shenfield, New York 
agency. 
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Panish Plans Drive 


Panish Controls, Bridgeport, 
Conn., maker of reverse gears and 
throttle controls for marine en- 
gines, is planning a new advertis- 
ing campaign through the recently 
formed agency, William von Zehle 
& Co., New York, to run in maga- 
zines and newspapers. 


ECMONTON VAN 


KRLD, DALLAS, TEXAS 


x 


WLOK, LIMA, OHIO 


KMBC, KANSAS CITY, MO. 


KGU, HONOLULU, HAWAII 


WADC, AKRON, OHIO 


WIZE, SPRINGFIELD, OHIO 


An Arthur B. Church Production 


31 MONTHS © 


26 MONTHS — 


KOIN, PORTLAND, OREGON 


24 MONTHS ~ 


WTOP, WASHINGTON, D. C. 


22 MONTHS — 


WHLD, NIAGARA FALLS, N.Y. 


KGHF, PUEBLO, COLORADO 


WGBI, SCRANTON, PA. 


14 MONTHS | 


WKBH, LA CROSSE, WISC. 


You are looking at one dozen reasons why | 
you should be putting The Texas Rangers 
to work for you. 


BERS Ls 


Taken from a list of over fifty current subscribers 


to The Texas Rangers transcribed library, these one 
dozen radio stations—large and small, and from all 
parts of the country—-each have realized the com- 


mercial benefits of the Rangers for one year or more. 


What better success story could a transcribed 
service such as The Texas Rangers have than 
long-life sponsorship? It can mean only one 


thing—unusual listener acceptance of this music 
with mass appeal, and thereby satisfied com- 
mercial following. 


As just a‘thought—we are again entering into 
negotiations with national and regional advertisers 
for the season ahead to sponsor The Texas Rangers 
in markets throughout the country. With the library 
sold in each market on an exclusive basis, it is to be 
recommended that you tie up the franchise for your 
territory by writing or wiring immediately. 


WRITE GEORGE E. HALLEY, PICKWICK HOTEL, KANSAS CITY 6, MO. 
WEST COAST—BOB BRAUN, 202 N. Canon Drive, BEVERLY HILLS, CALIF. 
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Harry Cohn Missing |agency, has been reported missing | invasion forces just before word 

Lt. Harry Cohn, formerly as- in action over France since D-Day. | that he was missing was received. 
sociated with his "father, Bernie | Local papers had carried a story | Lt. Cohn is radio director of Cole 
Cohn, in Cole & Co., Memphis! about his photo reconnaissance of! & Co. 


TOLEDO ZOOLOGICAL GARDENS ... One of America’s great Zoos 


The Toledo Zoo, developed and maintained 
by the municipality and with the cocperation 
of some 5,000 members of the Zoological 
Society, is a Community achievement. . . 
Beyond its aspects of entertainment and 
recreation, there has always been the educa- 
tional purpose of providing an institution 
where children and adults may study the four 
main branches of natural science in one 
location and under ideal conditions. 


The auditorium, seating 1,000 people, is 
used for meetings, lectures and programs 
dealing with the arts and sciences. The great 
outdoor amphitheater, seating 6,000, with 
stage and music shell, is used for community 
gatherings and for operatic and orchestral 
programs ... The investment has passed 
$3,500,000. With average yearly attendance 
of about one million, the Zoo is truly im- 
portant in Toledo's life. 


... and this is the TOLEDO BLADE 


The Zoo is one of many Toledo community activities to 
which the Blade has been glad to lend support and en- 
couragement. The interests of Toledo are completely the 
interests of The Blade, whose life has been correlated with 
the life of Toledo throughout the city’s entire span of years. 


TOLEDO BLADE 


One of America’s Great Newspapers _ 
; REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


One Delegate for | 
Each Station Is 
NAB Meeting Plan 


Chicago, July 20.—Plans have 
been completed for a four-day Na- 
tional Association of Broadcasters’ 
executives war conference here, 
Aug. 28-31, to which members are 
urged to send only one representa- 
tive. And if wartime travel needs 
make it advisable, J. Harold Ryan, 
NAB president, is authorized to 
cancel or postpone the sessions or 
to arrange for a remote controlled 
closed circuit session. 

As tentatively set, the sessions 
on Monday, Aug. 28, will be de- 
voted to codes and practices; Tues- 
day’s sessions to duration and 
postwar advertising; Wednesday’s 
meetings to station coverage and 
audience measurement; and Thurs- 
day’s discussions to labor relations 
and radio’s future. 

Among the legislative proposals 
expected to come under considera- 
tion at the conference, are those 
affecting the NAB by-laws, re- 
visions of which will seek the 
naming of directors-at-large by 
individual nominating ballot as 
well as from the floor, and permit 
elections by mail referendum. An- 
other proposed amendment will 
ask for a classification of dues by 
station-income brackets. 

Highlighting the labor questions 
expected to arise at the confer- 
ence will be the “pay-within-pay 
plan” by which the American Fed- 
eration of Musicians seeks extra 
compensation for staff members 
On commercial programs, and the 
AFM “pancake turner” dispute. 

Frequency modulation and tele- 
vision, programming and mer- 
chandising will round out the dis- 
cussions on radio’s wartime prob- 
lems and postwar advancement. 


Athey Promotes Lease 


B. F. Lease, formerly sales man- 
ager of Athey Truss Wheel Com- 
pany, Chicago, has been elected 
vice-president in charge of sales, 


advertising and service. 
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all you can! 


Wm, Hea? urges housekeepe, 


THE SHOOK TH SHlen Cemrcny 
oe Semeen STREET SeOeRC TE © Yerses aS 


SAen) ptreenennene Orrieee reneeeneE’ seeee 


HANDY—Handy Heat, trade charac. 
ter of Brooklyn Union Gas Company, 
goes to town with a canning theme, 
a la this light hearted but pointed 
newspaper copy appearing this month, 


Mason Britton Named 
Assistant SWPA Head 


Mason Britton, formerly with 
McGraw -Hill Publishing Com- 
pany, and recently with the print- 
ing and publishing division of 
WPB, has been appointed assist- 
ant administrator of the Surplus 
War Property Administration. He 
will supervise all types of surplus 
property for which the Recon- 
struction Finance Corporation is 
the agency. 

Prior to the war, Mr. Britton 
was director of the tool division of 
the Office of Production Manage- 
ment. He is a past president of 
Associated Business Papers, and a 
former director and treasurer of 
the War Advertising Council. 


Feldman Opens Agency 


Samuel Feldman, former adver- 
tising manager of Laube Furniture 
Company, Rochester, N. Y., has 
opened his own agency in the Case 
building, Rochester. 


CATALOGING 


«You 


Reguicemen: (7 


fie 


BEAVERITE PRODUCTS, INC. 
Faget ean eran 


leather, and Paper Cover Stocks; for Looseleaf, Plastic and Wire Bindings. 


GAZETTE LEAD 


Your grandfather, yes, your great grandfather, if he 
lived anywhere near Schenectady, knew Gazette leader- 
ship. In their day, as now and in the years between, 
circulation and advertising figures have proved the 
Gazette the first paper in its field. 


ent and future. 
your "A" schedules for results. 


IT’S AN OLD, OLD STORY, BUT IT’S AS TRUE TODAY AS EVER... 


ERSHIP 


in SCHENECTADY 


Yes, Gazette leadership is taken for granted. Today 
the important story is what a great market Schenectady 
is now, and will be when victory comes. All figures and 
trends prove Schenectady has an extremely bright pres- 
Put Schenectady and the Gazette on 


REYNOLDS-FITZGERALD, INC., National Representatives 
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Hart Schaffner 
Aids War Themes 
in New Campaign 


(Picture on Page 63) 
icago, July 20. — Scheduling 
of its largest national adver- 
tis ig campaigns of recent years, 
as ell as a complete set of tie-in 
moterial for dealers, Hart Schaff- 
ner & Marx in September will 
sify its support of war themes 
in magazine campaign to run 
through the fall. 

uugh the company is still 
nuch in the business of mer- 
ising men’s clothing, its sales 
in the new series of full- 
pages in national magazines 
bordinated to a timely home 


! 


front appeal. The patriotic theme 
ne, iy be varied each month. On 
red { list are American Legion 
ith, Vegazine, Collier’s, Esquire, Look 
— The Saturday Evening Post, 
‘A each ad to appear in two or 
three of the publications each 
month through Thanksgiving, the 
4 peak clothing period. 
vith Attention-getting illustrations in 
int. the entire series have been com- 


. pleted by the magazine illustrator, 
_o% & jay Hyde Barnum, and these same 


ust pictures are repeated in the com- 
plus pany’s new style book, in news- 
He paper ads offered hundreds of 
Plus Hart Schaffner & Marx dealers, in 
“on window cards and all direct mail 
1 8 @ tying in with the magazine cam- 
tton paign. 
n of Aids Paper Drive 
yt _ Initial ad in the series, breaking 
4aQ 2 September issues, is devoted to 
To the paper salvage drive, with the 
* ® headline, “Every soldier moves on 
paper,” and copy mentioning “a 
few of the thousand war uses for 
cy that humble household nuisance 
i ...paper.” Succeeding messages 
ver- f} will give impetus to such wartime 
ituref} needs as the war fund drive, the 
has}} 6th War Loan drive, the Waves, 
Caseh® Red Cross blood donors, V-mail 
and a hearty, personal “welcome” 
——jf} for servicemen at Thanksgiving 
and Christmas time. 
al The company message, identical 


throughout the series, asks: “What 
is the ‘Hart Schaffner & Marx 
touch’ . subtle tailoring ... 
m sensible design? Whatever it is, 
@ it's made Hart Schaffner & Marx 
the best-known clothing name in 
the world.” The manufacturer’s 
famous Trumpeter label is repro- 
duced at the lower left, with this 
description: “a small thing to 
look for... a big thing to find.” 

Whereas its most recent style 
book was dedicated to the Army’s 
“War Birds of the U. S. A.,” the 
new book will be a salute to the 
Navy. Illustrations of ships in ac- 
tion, quotations from Navy an- 
nals and the Barnum magazine 
illustrations are used on each page. 

The dealer package includes 
mats tying in with a new series, 
featuring both men’s suits and ac- 
cessories, with stores paying the 
local space cost. Special attention 
IS given to the furnishings, since 
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The Register is rated* the 

7th test market in the U. S. 

—z2nd in New England. With 

@ minimum cost you reach 

urban and suburban popula- 
| tion. 
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many dealers are too hard pressed 
in wartime to work up their own 
local newspaper copy. Envelope 
stuffers also are being furnished 
by the company, as well as other 
direct mail pieces. 

E. R. Richer is advertising di- 
rector of the company, with Bat- 
ten, Barton, Durstine & Osborn the 
agency in charge of the campaign. 


Appoints Moss Agency 

Lee-Rose Merchandise Corpora- 
tion, New York jewelry firm, has 
named Moss Associates, New York, 
to handle its advertising. 


To Stanfield Agency 


George Bourassa, formerly a di- 
rector of Station CKCH, Ottawa- 
Hull, has joined Harold F. Stan- 
field Ltd., Montreal, as radio di- 
rector. Laurette Amyot, secretary 
of CKCH since 1941, will succeed | 
Mr. Bourassa as commercial man- | 

| 


ager. 


Joy Oil Case Dropped | 

Charges against the Joy Oil) 
Company, Toronto, brought by the | 
Canadian government as a result | 
of its full page advertisement 
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dealing with black market gaso-|tisement was placed in good faith 
line operations in Canada, have} and not intended to undermine the 
been dismissed. Magistrate John| war effort or distort the situation 
Pritehard ruled that the adver-|as contended by the Crown. 


JUST OUT! 


Nationwide Survey 
of Reading Habits. 
Sent free on re- 
quest. 


25 WEST BROADWAY 
WEW YORK 7. WV. Y. 


SURE, we mean about Blondie and 
Dick Tracy...and about Donald Duck and Super- 
man, too...and Jiggs and Skippy and Caspar 


Reprinted from Advertising Age. 


information about real people, real events, real 


issues, real problems. 


Of course, it’s the news more than anything 


Milquetoast...and Skeeter and Popeye and Elza 
Poppin...and Dickie Dare and Debbie Dean and 
the Katzenjammer Kids...and Mary Worth and 
Silly Willie and Cap Stubbs...and Scorchy Smith 
and Buz Sawyer and Tillie the Toiler...and 
Freckles and Alley Oop and the Gumps...and Lit- 
tle Mary Mixup and Red Ryder and Olly of the 
Movies...and Silent Sam and Reg’lar Fellers and 
Winslow of the Navy...and Flash Gordon and 
Major Hoople and Little Orphan Annie...and 
Tarzan and Harold Teen and Winnie Winkle and 
many, many others. 


They're only comic characters, it’s true... but 
how many people between 8 and 80 can you 
name who aren’t interested in one or more of 
them, who aren’t constantly looking for informa- 
tion about them?* 


Where do people get most of their informa- 
tion about these fictional and fascinating people? 


In the same place where they get most of their 


*The Continuing Study of Newspaper Reading shows that even 
among adults (18 years of age and over), 82% of the men 


else that makes newspaper reading such a strong 
daily habit with everybody. But it’s not the news 
alone. It’s the entertainment the newspaper of- 
fers, too, the pleasures it affords, the smiles and 
laughs it brings, the relaxation and escape it pro- 
vides...with pictures and crossword puzzles and 
special columns and cartoons and comics. There’s 
a lot of glamour and sparkle and fun in news- 
papers as well as a serious record of the day’s 
events at home and abroad. 


Whether it’s about Stalin or Dewey or the 
Mayor’s daughter or the local boy who shot down 
five Nazi planes...or about Blondie and Dick 
Tracy...people get most of their information from 
newspapers. That’s a good thing to keep in mind 
when you have any information to give the peo- 
ple about your products or 
services, your wartime ac- 


tivities or postwar plans. .% 


and 79% of the women who read newspapers read the comics. 
/ 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A, is published by The San Francisco Call-Bulletin in the interest of 


all newspapers 
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46 
Quits ‘World-Herald’ 


J. M. Harding, assistant pub- 
lisher and a director of the Omaha 
World-Herald, has resigned. Ver- 
non H. “Bing” Smith, acvertising 
sales manager of the newspaper, 
has been elected a director of the 
World Publishing Company, re- 
placing Mr. Harding, in addition 
to his duties as advertising sales 
manager. 


—_ 


Complete plants in TORONTO - MONTREAL - WINNIPEG 


‘Company’ Stores Adopt 
Modern Sales Methods 


Coal Miners Buy 
$500 Million Yearly 
as Wages Expand 


BY LAWRENCE M. HUGHES 


New York, July 20.—Industrial 
or “company” stores aren’t what 
they used to be. 

They used to be pretty bad 
examples of economic feudalism. 
They were dingy and smelly and 
cluttered. The merchandise may 
not have been up to standard, and 
often the employe, having no place 
else to buy, was gouged as well. 
In addition, the employe probably 
was given “credit,” which kept 
him continually in the company’s 
debt. 

Some coal mines, 
no money at mining, 


which made 
were said to 


have kept going only by jacking 
up prices at their company stores. 

But good roads, motor cars and, 
more recently, OPA, helped to 
change all this. Today, if workers 
don’t like their company stores, 
they can usually find a chain or 
department store or a super mar- 
ket a few miles away. OPA has 
assured them fairer prices. With 
radios, magazines and newspapers 
in almost every home, the work- 
ers know more about brands and 
values. 


Conditions Improved 


The companies themselves, how- 
ever, have seen the light. More 
and more companies are giving 
their workers better stores and 
better merchandise, at _ better 
prices. They are providing na- 
tionally advertised brands. Their 
prices, they say, were comparable 


BELL P-39 
AIRACOBRA 


PROPER IDENTIFICATION 
IS EVERYTHING! 


There isn’t much sense in teaching the ack-ack boys 


to pour steel into the sky — if they 


‘can't identify 


their own and the enemy’s planes. 


There isn’t much sense in an advertiser's pouring 
music and entertainment into the ether — if the 


public 
product. 


‘ant identify the advertiser's 


program and 


Sonovox is a proven means of making your com- 


mercials so different. 


so unusual, 
that almost everybody recognizes them. 


so interruptive 


Hooper 


Ratings show that when Sonovox is used, S ponsor 


Identification zooms. 
In another, 


48. In another 


Sonovox 
cost is so low as to be 
age of your 


Sonovox 
license 


charged for Sonovox performing rights. 
additional cost to licensee 


made available by 


New 


ing studio in 
standard 


In one 
from 36 to 53. 
from 47 to 64! 


‘an teach your commercials to shoot! 


is sold essentially 
for specific 


us in 
York, Chicago. 
AFRA seale. 


‘ase from 54 to 66. 
In another, from 37 to 


The 


an almost negligible percent- 
radio appropriation. 


like talent. Under each 
use, a reasonable license fee is 
The only 


a trained articulator 
broadcasting or record- 
or Hollywood, at 


is for 
any 


WRIGHT-SONOVOX, INC. 


CHICAGO: :So N. Michigan 
Franklin 6373 


NEW YORK: y44 Madison Ave. 
Plaza 5-4130 


“Talking and Singing Sound’’ 


FREE & PETERS, INC. 


Exclusive National Representatives 


SAN FRANCISCO: 117 Sutter 
Sutter 4353 


HOLLYWOOD: 6331 Hollywood ATLANTA: 322 Palmer Bidg. 
Hollywood 2151 


Some Typical 
SONOVOX PIONEERS* 


American Chicle Co. 

(Black Jack Gum) 

Badger and Browning & 
Hersey, Inc. 

American Industries Salvage 
Committee (Steel Secan Drive) 
McCann-Erickson, Inc. 

Buick Motors Division, General 
Motors Corp. 

Arthur Kudner, Inc. 


Chicago, Milwaukee, St. 
Pacific R. R. 
Roche, Williams & 
Cunnyngham, Inc. 
Colgate-Palmolive Peet Company 
(Vel, Palmolive) 
Ward Wheelock Co. and 
Wm, Esty & Co., Inc. 
Delaware, Lackawanna & Western 
Coal Co. 
Ruthrauff & Ryan, Inc. 
Walt Disney Productions 
Emerson Drug Company 
(Bromo-Seltzer) 
Ruthrauff & Ryan, Inc. 
Christian ge en Brewing 
Company ( go and 
Dobler P. O Beers and Ales) 
E. T,. Howard Co. 


Feltman-Curme Shoes 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
R. J. Potts-Calkins & 

Holden, Inc. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Maxon, Inc. 

Grocery Store Products Sales Co., 
Inc. Yrould's Macaroni Products) 
Campbell-Ewald Co., 

Andrew Jergens Co. 
(Woodbury's Products) 
Lennen & Mitchell, Inc. 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauff & Ryan, Inc. 

Lyon Van & Storage Co. 

Batten, Barton, Durstine & 
Osborn, Inc. 


Broadcasting Company 


Paul & 


Inc. 


National 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 


Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 

Pan American Coffee Bureau 
Buchanan & Co., Inc. 


Purity Bakeries Service Co 
(Taystee Bread, Grennan 


Cakes) 


Quaker Oats Company 
Ruthrauff & Ryan, Inc. 


Radio Corporation of America 
Ruthrauf & Ryan, Inc. 


Radio Station KOMA, 
Oklahoma City 


Alvino Rey and his Orchestra 


Shell Oil Company, Inc. 
J. Walter Thompson Co. 


Stanco, Inc. (Mistol) 
McCann-Erickson, Inc. 

U. 5S. Treasury Dept. 

Universal Pictures Company, Inc. 


Brothers Pictures, Inc. 


Willards Chocolate, Ltd. 
Cockfield, Brown & 


Warner 


Co., Ltd. 


*Space no longer permits a com- 
plete list of Sonovox users. 


Main 5667 


i|towns of 500 or 


|lation, and only 18% 
|more than 2,500. 


Advertising Age, July 24, 1 


EMPLOYE EMPORIUM—Typical of the ee in industrial or 


“compan 


stores which, in the past, were dingy and often jammed with below-standa: 4 


merchandise at jacked-up prices, is this Koppers store, 


town of Oceana, W. Va. (pop. 350). 


located in the c 
Buyers come from many outlying dis- 


tricts to buy good merchandise at fair prices, often listed below those in ch. 
stores. 


with those of nearby chains, even 
before OPA. 

Of 4,100 industrial retail stores 
in the country today, 68% are 
operated by coal companies, ac- 
cording to Bituminous Coal Insti- 
tute. Lumber companies operate 
15% and several industries, among 
them cotton mills, the others. 

The anthracite or hard coal in- 
dustry, concentrated predominantly 
in five counties of northeastern 
Pennsylvania, is said to have only 
a half-dozen company stores. The 
bituminous or soft coal industry 
has 2,500 or more of them, mostly 
in Alabama, Kentucky, Pennsyl- 
vania, Tennessee, Virginia and 
West Virginia, and in eastern Ohio 
and western Maryland. The IIli- 
nois and Indiana soft coal mines 
apparently haven’t gone in much 


|for miscellaneous merchandising. 
are in| 


Of the 4,100 stores, 53% 
less population; 
in towns of 500-2,500 popu- 
in towns of 


29% 


Although figures aren’t avail- 


| able, the over-all sales trend of the 


|coal company stores is believed to 


|have been steadily upward in re- 


|cent years. These stores had a 


_— 


combined volume of more than 
$500,000,000 in 1943. The war has 
reduced somewhat the number of 
soft coal miners to about 400,000, 
but their average weekly wage 
rate today is 125% more than it 
was in 1939. 

Some individual stores—even in 
very small communities—have an- 
nual volume of $500,000 and more, 
Koppers Company has a new store 
at Oceana, W. Va. (pop. 350), 
which serves 17,000 customers 
from the surrounding area. About 
15,000 of these are miners and 
their families. Non-employes also 
may buy from company stores 

United States Steel’s coal sub- 
sidiaries lead in number of com- 
pany stores operated, with about 
60, followed by Pittsburgh Coal 
Company, 47, and Koppers, 33 
Other good-size store Operators 
include Consolidation, Pocahontas, 
Island Creek and New River coal 
companies. 

Carry Many Products 


The smaller stores carry food, 
primarily. Larger stores, in addi- 
tion to food, may have clothing, 
hardware, furniture and drug de- 
partments, a soda fountain, and 


8s DIEGO| 
Laut (do 


ae | , San Zn size, volume archer business 
and post-war opportunity makes it 
~=" a major objective on any sales or 


Here are the eleven Amer- 
ican cities with 20-25 mil- 
lion monthly sales volume * 


DENVER 24.88 
ST. PAUL 24.70 
NEW ORLEANS 24.56 
_ LOUISVILLE 24.50 
TOLEDO 22.55 
SAN DIEGO 22.32 
AKRON 21.74 
MEMPHIS 21.51 
PROVIDENCE 21.44 
HARTFORD 20.23 
DAYTON 20.08 


*SM figures except circulation 


REPRESENTED NATIONALLY 
BY WEST-HOLLIDAY CO., Inc. 


New York « Chicago e Denver e Seattle 
Portiand e San Francisco e Los Angeles 


advertising plan. 


San Diego cannot be “sold” as 
a by-product of your efforts on 
another California city. It ‘e 
quires individual treatment. 


San Diegans are most econom 
ically reached with just one buy 
--- the San Diego Union and 
Tribune -Sun (124,000), or ‘he 
Sunday Union (95,000). 
Contact our national represe it 
ative for specific information 
you require. 


TRIBUNE - SU 


Union-Tribune Publishing 
San Diego12, California 
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-tising Age, July 24, 1944 


, station-auto appliance de- 
t. 

es and their families 
rading up. One observer re- 
seeing 12 women buy fur 
at one company store in one 
noon. At the same time 28 
rs bought custom - tailored 
at $39.50 to $83.50. 

ppers, Island Creek and 
-s operate clothing trucks 
shions to Your Door’’) for the 
rs. In 1943 one tailoring firm, 
igh stores and trucks, sold 
1) custom-tailored suits to 
.. In addition to “suitings,” 
trucks carry high-priced 
ses and fur coats. 


Well-Known Brands Liked 


e 


nother branch of the company 
setup is telephone stores. 
of these, with the help of a 
_offer 15,000 or more items. 
tems can be phoned for one 


| delivered the next. Others | 


, a store simply as samples 


re ordered from warehouses | 


ail. 
West Virginia researchers | 
Del Monte first among 
ed fruits and vegetables, onal 
“mpany store warehouses heavy 
vith such “searcities’” as evapo- 
ed milk and Walter Baker | 
‘olate. The cosmetic depart- | 
ent of one store carried complete 


| 
| 


} 


nes of Houbigant and Coty and_ 


airly complete lines of Dorothy 
vray and Harriet Hubbard Ayer. 


da B. Allen Launches 


World Homemakers’ 


Mrs. Ida Bailey Allen, broad- 
aster of programs conducted 
principally for women, will begin 
series of half-hour daily radio 
brograms over WGN, Chicago, 
rom 2:30-3 p. m., starting July 
The program, “Ida Bailey Allen 
nd the World Homemakers,” will 
e sponsored On a participating 
asis, as a concentrated drive in 
Wisconsin, Michigan, Indiana, Illi- 
Mois and Iowa to enroll women as 

embers of the World Homemak- 
@s, an organization to create bet- 


pr relations between homemakers | 


the United States, Canada, 
juth America and eventually in 
urope and Australia. 


Guests from each of these coun-*# 


ies will be featured on the pro- 
‘am, which is expected to be 


roadcast to other markets later. | 


al cards and newspaper space 
| be among the merchandising | 

ices offered to sponsors of the | 
ogram., 


leads Ferguson Co. 


L. W. Perkins, former Cleveland | 


banager of Ferguson Publishing | 


mpany, New York, publisher of 


leet Owner, has been elected 
esident of the company. 


id Managers to Meet 


TI e Western Daily Newspapers 
advertising Managers’ Association 
Canada will hold its annual 

ntion July 28-29 at Banff, 


lbe ta. 


500,000 


CK PHOTOS 


TE FOR INFORMAT 
UT OUR CATAL 


WHRANN & FABR RY CO. 
yee 


| 


War Ad Council 
Lists 7 Emergency 
Campaign Themes 


New York, July 19.—Of 38 cur- 
rent home front themes on which 
the War Advertising Council 
working with various government 
agencies, seven are emphasized as 
emergency campaigns. 

These are conservation of paper, 
employe turnover, Wac and Wave 
recruitment, womanpower, 


Infantry, and winterizing homes. 
All 38 campaigns, however, the 
Council says, will require adver- 
tising support. 

The Council has introduced five 
ratings of campaigns: Emergency, 
continuing—primary, continuing— 
secondary, local, and short term. 
Under “continuing—primary” are 
food, ‘share and play square”; 
food conservation; conservation of 
fuel; war financing; economic sta- 
bilization; V-mail; VD to combat 
venereal diseases; cadet nurse re- 
cruitment, and industrial acci- 
dents. 
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These ratings, it is explained,|front problems, the War Adver- 
“are intended as a general guide|tising Council urgently suggests 
for advertisers. However, in those| that such a war theme be adopted 
instances where there is a natural| by the advertiser regardless of the 
affinity between an advertiser’s| relative values” of the classifica- 
product and anyone of the home| tions. 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


CHURCH PROPERTY ADMINISTRATION 


Covers the Field----From Coast to Coast. Published Bi-Monthly at Milwaukee, Wis. 


YOUR COVERAGE ISN'T ‘COMPLETE | 


In peace or war, Rockford is a trading center 


of tremendous activity that rewards advertisers 


generously and consistently. 


Representing a 


great cross-section of industrial and agricul- 


oa ie 


411,000 


Metropolitan Population 


377,854 


24.8. C. City wd 
Reta “/rading Bone 


tural America, Rockford, hub of one of the 
country’s most productive farming regions, is 
unequalled by comparative markets in its diver- 


sity and volume of manufacturing. 


_ ROCKFORD MORNING STAR 
wnt Pe OT ‘ake Siniins Publisher 


\ 


- ROCKFORD REGISTER - “REPUBLIC 
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Woodhill Joins Agency 


William R. Woodhill, former as- 
sistant secretary and office man- 
ager of the National Boot & Shoe 
Manufacturers Association, has 
been appointed executive assistant 
to Robert Buckbinder, partner of 
Frederick-Clinton Company, New 
York agency. 


ADS PULL BETTER 


when illustrated with LIFE- 
LIKE EYE*CATCHER 
photos. Nothing like them 
anywhere. 100 new sub- 
jects monthly. All lines 
business. Write for new 
FREE proofs No. 101. No 
obligations. EYE*CATCH- 
ERS, Inc., 10 E. 88 St., 
New York 16. 


Sell it with MOSS 
PHOTOS 


1,000 lots. No order too 

small or large. Postcards, 

2c. We photograph every- 

thing. 

Super special: 30x40 

giant blowups, mount- 
on eavy board, 


Britain Considers 


Extensive Postwar 
Tourist Campaign 


London, June 26. — Detailed 
| plans to step up British appeals to 
tourists in the postwar era are 
under consideration by govern- 
ment officials, along with an admo- 
nition that the “Come to Britain” 
campaign must be carried out on 
1 much grander scale than ever 
before. 

Detailed suggestions in the lat- 
est proposal, a follow-up to an 
-arlier report by the Travel and 
Industrial Development Associa- 
tion of Great Britain, have not yet 
been made public. Submission of 
the plan was revealed at a recent 
association meeting by Sir Douglas 
Hacking, who expressed hope that 
it would be adopted by the gov- 
ernment as an important part of 
its postwar program. 

An association committee, de- 
claring that the tourist industry 
‘is more easily expanded than any 
other, said that redoubled efforts 
will be necessary to compete with 


be carried on by other nations 
after the war. 

Great Britain’s “invisible ex- 
port” resulting from prewar for- | 
eign visitors is estimated at well | 
over $120,000,000 annually. Prior 
to the war, the association, sup- 


ported by the government, spent | 


approximately $160,000 on adver- 
tising. 


‘Sun’ Rates Up 


rates | 


Increases in advertising 
have been announced by the Chi- 
cago Sun. National advertising 


rates are increased to 48 cents per 
line daily and to 55 cents per line 
Sunday. Local rates increases 
range from three to seven cents 


per line, and classified, amusement | 


and other rates are increased in 


proportion. 


Greenfield to L. A. 


Albert Greenfield, brand adver- 
tising manager of Cresta Blanca 
Wine Company, will move Aug. 1 
to the company’s Los Angeles of- 
fice, where he will work with 
Sander Heyman, director of ad- 
vertising for Cresta Blanca and 
Dubonnet wines. 


IT’S WHAT YOU DO WITH CELLULOSE FIBRE THAT COUNTS 


Gettin g more ma gazes out of a tree | 


The war has brought many challenges to 


ingenuity — and 
had our share. 


Take the scarcity of printing paper for 


example. 


With supplies curtailed, magazines had 
to cut circulations —trim down the num- 
ber of pages—or find ways to “get more 
copies out of every tree.” 


Se ae 


as paper makers, we’ve 


We've been working with cellulose fibre 
—the raw material of paper—since 1900. 
For many years, we’ve turned out a thou- 
sand miles of paper a day. It’s reason- 
able to hope that all this experience will 
prove helpful to users of printing in | 
many new ways when the war is won. | 


That's where we came in. Could print- 
ing paper be made thinner than previous 


standards —and still be sufficiently strong 


and sufficiently opaque for printing type 


and pictures on both sides? 


Our answer was—it could. And the 


emergency paper we made is doing a 
good pinch-hitting job for many publish- 


ers and printers 


Maybe this paper will find no great use 


right now. 


after the war. But out of the lessons 


learned in making it—and meeting other 


challenges —we’ 


ll be equipped to make 


our standard papers even better than they 
have been before. 


al 


OXFORD PAPER 


COMPAN ¥ 


230 Park Avenue, New York 17. N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohi 


WESTERN SALES OFFICE 


35 East Wacker Drive, Chicage 1, Ilin 
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Col. Ken Collins, v. p. of Arthur Kudner, Inc., on military |; 
as chief procurement officer of the 8th AAF, has been awarded 
Legion of Merit by Lt. Gen. Carl Spaatz for arranging supp! xs 
and the manufacture in England of vital air force materials. . . 
leave from Duane Jones Company where he is chairman of plann) ~~ 
Henry Turnbull is radio director for the GOP committee, shar ; 
with Ted Church the onus of setting up the party’s national r; 5 
plans. .. 

Marquise Louise de Pallavicini, American-born widow of e 
Hungarian diplomat, and William F. Brooks, NBC’s director of no \s 
and special events, were married early this month. . . Produc og 
and directing radio and television programs for BBDO may be 
Ted Long’s chief occupation, but his interest in radio enginee: \,; 
on the side has led to his election to membership in the Inst 
of Radio Engineers... 

Barbara Jean Yocum, daughter of Trell Yocum, exec. v. p_ oj 


Compton, was married recently to Lt. Harry Plum Downs Jy. of | 


COOLING TALK—J. G. O'Harra, vice-president in charge of sales of Norge 


Division of Borg-Warner Corp., talks postwar refrigeration plans with Marion 


Gough, Elizabeth Gordon, editor of House Beautiful, and J. 
frigeration sales manager for Norge. 


M. Tenney, re- 


. Barbara Mary Weintraub Horwitz is 
He is 


the Marine Corps Reserve. . 
the name of William H. Weintraub’s new granddaughter. 
president of the Weintraub agency in New York... 

Bob Peare, v. p. of G-E, was officially presented the American 
Television Society award for 1943-44 given to G-E’s television 
station WRGB for its contribution to the art of television program- 
ming... 

Arnold B. Hartley and Hillis Holt, officials of WOV, New York, 
have invented the Hartley-Holt concentric turntable, which they 
plan to exhibit at the NAB convention in August. 
Rosenfeld, acct. exec. of Shaffer-Brennan-Margulis agency, Si 
Louis, is proud as punch of a son, fjrst in his family, named William, 
who was born July 14... 

D-Day doings of Lt. Comdr. Chili E. Southward, formerly 0! 
Harry Atkinson Advertising Agency and one-time exec. of the 
Chicago Federated Adclub, as related in a letter from the agency 
man: “In coming to the beach our ship struck two mines, blowing 
up our forward compartment, men included. The shore batteries 
got our range, plastered us with shells and one blew up the deck 
below us. Landed on the beach anyhow. Everyone was ashore, 
worked all day but due to shrapnel and burns the medicos sent 
me back to England where I am now in a Navy hospital. Just 
shaved and am now up and around.” .. 

Howard Linn Edsall, ad mgr. of Ajax Metal Co., is co-author of 
an article entitled “An Unexplored Musical Resource,” in the June 
issue of the Journal of the Franklin Institute. ‘“The unexplored 
resource is nothing more nor less,” the text says, “than the writ- 
ing of contrapuntal lines in different time signatures, in ratios 
more extended than 2 against 3, or 3 against 4.” Nice to know 
what an adman thinks about in his spare time. . . 

Charles P. Manship, publisher of the State Times and Advocate, 
Baton Rouge, La., and chairman of SNPA, is now in London as 
director of the American Office of Censorship. .. Amon G. Carter, 
publisher of the Fort Worth Star-Telegram, represented Teas 
Governor Coke Stevenson in the presentation, to President Rovse- 
velt and Secretary Ickes, of the deed to some 700,000 acres of |.nd 
for a national park... 

The July issue of Coronet contains an article called “Truth Catc es 
Up with His Fiction,” a biographical piece on Hugo Gernsb«ck, 
publisher of Radio-Craft, which tells how many of his early } re- 
dictions in the field of radio have come true... R. A. Stapells, /.p 
of J. J. Gibbons Ltd., has been named chmn. of the industrial c m- 
mittee of the Society for Crippled Civilians, Toronto. . 

Robert S. Cragin, who was chief copywriter for Leighton & ° ¢!- 
son, Schenectady agency, before entering the Army, has a new +0 
who, the old man’s friends think, looks just like him. . . Wilbur 1. 
Haines, sls. mgr. of Standard Oil of Calif., has been named | €s 
of the Sacramento Chamber of Commerce. . . 

A. E. Clarkson, treas. of the Houston Post, and of the Te «4 
Newspaper Publishers Association, received a gold watch in re 0% 
nition of 40 years of service to a single paper at the recent asso '* 
tion meeting in Dallas. . . Lee B. Weathers, publisher and gen. 1 \2! 
of the Star, Shelby, N. C., has been returned to the N. C. state °" 
ate by Cleveland County voters with a near two-to-one majorit 

Donald Jr., four-and-a-half, has a new sister named Carol 
born July 3 to Donald E. Gillis, NBC Chicago director, and 
Gillis. . . H. A. McCelvey, veteran Houston adman and onetin 
mgr. of both the Chronicle and the Post, has come out for the 7 
legislature. . . The Air Medal for action in bombing raids *' 
Europe has been awarded to 2nd Lieut. Lacey Grove Lackey Ir 
former member of the ad dept. of Lukens Steel. . . 

Albert G. Hollander, ad dir. of the Evansville Printing Corp 
been given the 1943 Rotary civic award for outstanding servi: 
the Indiana city. . . 
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vertising Age, July 24, 1944 


000,000 Read 
‘Spend, Sucker, 
Soend, Message 


Savings Banks of New Yor 


£ ite as part of their 1942 state- 
re 


le advertising campaign o 


—_ a 


ed 30,000,000. 


ed in about 70 house organ 


s, trade association periodicals | 
. publications, ministers, OWI, 

plants, department stores, 
o stations, and unions have all | 
nd a place in their programs 
the “Spend, Sucker, Spend” 
klet, originally prepared for 


ift (AA, Dec. 21, °42). Present 
tribution of the vest-pocket 
mphlet, first printing 10,000, has 


booklet has been repro- 


|'Reed Announces Fall Vogue, Harper’s Bazaar and Life 
in August, September and Octo- 


Feminine Shoe Plans lber. Geyer, Cornell & Newell, | 
|New York, is the agency. 
|N. Y., will releage an advertising = 


drive for Matrix and Collegebred | . 
women’s shoes during the early | Sorenson Heads Willys 


|fall months with special emphasis | 


E. P. Reed Company, Rochester, 


| on the Matrix patented feature ecutive vice-president 


| 


| 


k 


n 


Ss, 


Onler for Mew Fubsoroplion 


: dvertising Age: Please enter my 
subscription for one year and send me a bill for $2.00. 


'“Your Footprint in Leather.” | Motor Company, has been elected 
Backed by point of sale mate- | president of Willys-Overland Mo- 
ew York, July 19.—House or- | rial, varied size ads will appear | tors, Toledo. His election followed 
in newspapers of leading cities| approval by stockholders 
throughout the country, while in-| tions on Willys-Overland stock to 
serts varying from one-quarter to|Mr. Sorenson over a 
full color pages will appear in | period. 


Charles E. Sorenson, former ex- 


49 
Drives Urge Southern 0%", spomored by the Souler 
‘Timber Conservation and the Texas Mill Managers’ As- 


sociation, which urged the state 
of Texas to invest six cents per 
year on each acre of Texas forest 
to perpetuate one of the state’s 
largest industries. 


A widespread campaign to edu- 
cate the people of the South on 
the value of the region’s timber 
resources has been undertaken by 
the Forest Farmers Association 
Cooperative, Valdosta, Ga., and an ————— 
all-South committee of 12 state 
organizations of timber growers. Mrs. Robinson Resigns 
Use of newspapers, radio, exhibits Dorothy B. Robinson, for two 
and other media is planned. years station supervisor and sales 

Timbermen joined the move-| manager of Station WAAB, Wor- 
ment with a full-page ad in the|cester, Mass., has resigned to take 
July 4 issue of the El Paso Herald- | an extended vacation. 


eName——__— 
Sa ompany 
7 
z 
mAddress — 
rge 
ion . 
re. Meity and State— 
: ADVERTISING PUBLICATIONS, INC., 100 East Ohio Street, Chicago 11 
Ae 
1B oop ew ween epeevunW Vase wuulel y. = 
appeared as an editorial in ap-| 
ran proximately 50 other papers. 
ion & Three government agencies have 
— - made use of the booklet—OWI for | 
, i ts anti-inflation campaign, Treas- | 
Sury Department in promotion of | 
rk, _ bonds, especially for the 4th | 
hey [War Loan drive, and War Finance | 
ck) Committee, where it appeared as | 
st. gen editorial in its monthly peri- | 
pve odical, Minute Man. 
" “Spend, Sucker, Spend” was 
a as a radio broadcast 
of or all stations of Mutual Broad- 
the fgcasting System, and further used 
ncy as a radio program on many other | 


ving |_Stations throughout the country. 
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)plans in industrial plants. 


just PDrug Industry to Back 


)Health Week Oct. 6-16 


of 


ed [EW ie 64.7% of all drug stores | 
it- OP ticipated, Drug Topics will con- 
tios uct a similar program Oct. 6-16. 
es Unly major change in last year’s 


plan will be the title—‘‘National 
Health Aid Week”—selected in 


Following the success last year 
Fune {f “Wartime Health Week,” in 


OI 


It 


has also been dramatized as a slide 
- : 
oe film to promote payroll savings | 


ite, Biew of a possible termination in 
as #european hostilities before the 
ter, tart of the drive. 
as J ‘most 4,000 health booklets 
e- mee distributed last year and up- 
nd of 30,000 drug stores con- | 
| to feature the health rules | 
j even after the week’s offi- | 
es Bla conclusion. Retail pharma- 
ck, ‘ ‘hroughout the country will 
pre- Pps: ee the campaign, as will 
p | advertisers, state, city and 
sag health officials, and such 
ations as the National As- 
= n of Retail Druggists. 
lj ° 
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WMT, with 5,000 watts on lowa's best fre- 
quency (600-kc) offers you the largest primary 
(.5 Millivolt) area of any station in lowa and 
gives you blanket coverage of 22!/2°/, of all 
the "Grade One" farm land in the U. S. In 
1943 the 3.5°% of the nation's farms included 
in this area accounted for 13.7°%/, of all hogs 
and 7.5%, of the total cash farm income 
reached $1,475,873,000. 


BASIC COLUMBIA NETWORK 


CEDAR RAPIDS 
S000 Watts Day and Night 600 KC. 


Datranks Bo 


War production is big business out here in the WMT Corn 
Country. But it is overshadowed in importance by the 
wealth that springs from our rich, black earth. Over- 
shadowed still further by our normal industrial production. 


When the day for reconversion comes, the pigs won't stop 
growing. Nor will contract cancellations hamper the end- 
less harvests of golden yellow corn. Food processors, farm 
machinery makers and hundreds of other similar plants now 
in war work will be freed from their responsibilities to the 
armed forces. Then they'll turn with renewed vigor to sup- 
plying the needs of their long neglected civilian customers. 


Stability, sound steady growth. These are the keys to why 
alert advertisers are paying increasing attention to the rich 
WMT Corn Country market. To reach buying power plus 
for now, and post-war too, include WMT in your plans. 


~ A COWLES STATION 
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Woodhill Joins Agency Britain Considers 


William R. Woodhill, form=2r as- | 
sistant secretary and office man- | 
ager of the National Boot & Shoe | 
Manufacturers Association, has | 
been appointed executive assistant 
to Robert Buckbinder, partner of 
Frederick-Clinton Company, New 
York agency. 


ADS PULL BETTER 


when illustrated with LIFE- 
LIKE EYE*CATCHER 
photos. Nothing like them 
anywhere. 100 new sub- 
jects monthly, All lines 
business. Write for new 
FREE proofs No. 101. No 
obligations. EYE*CATCH- 
ERS, Inc., 10 E. 38 St., 
New York 16. 


Sell it with MOSS 
PHOTOS ! 


1,000 lots. No order too 
small or large. Postcards, 
2c. We photograph every- 
thing. 
Super special: 30x 40 
giant blowups, mount- 
ed on heavy oard, 
$2.45 each in lots of 1’. 
Write for free samples, 
MOSS PHOTO 


i155 W. 46th St. N. Y. C. 19, 


BRyant 9-8482 


Extensive Postwar 
Tourist Campaign 


London, June 26. — Detailed 
plans to step up British appeals to 
tourists in the postwar era are 
under consideration by govern- 
ment officials, along with an admo- 
nition that the “Come to Britain” 
sampaign must be carried out on 
1 much grander scale than ever 
before. 

Detailed suggestions in the lat- 
est proposal, a follow-up to an 
2arlier report by the Travel and 
Industrial Development Associa- 
tion of Great Britain, have not yet 
been made public. Submission of 
the plan was revealed at a recent 
association meeting by Sir Douglas 
Hacking, who expressed hope that 
it would be adopted by the gov- 
ernment as an important part of 
its postwar program. 

An association committee, de- 
claring that the tourist industry 
is more easily expanded than any 
other, said that redoubled efforts 
will be necessary to compete with 
xromotion which undoubtedly will 


be carried on by other nations 


after the war. 

Great Britain’s “invisible ex- 
port” resulting from prewar for- 
eign visitors is estimated at well 
over $120,000,000 annually. Prior 
to the war, the association, sup- 
ported by the government, spent | 
approximately $160,000 on adver- 
tising. 


‘Sun’ Rates Up | 

Increases in advertising rates 
have been announced by the Chi- 
cago Sun. National advertising 
rates are increased to 48 cents per 
line daily and to 55 cents per line 
Sunday. Local rates increases 
range from three to seven cents | 
per line, and classified, amusement | 
and other rates are increased in | 
proportion. 


Greenfield to L. A. 


Albert Greenfield, brand adver- 
tising manager of Cresta Blanca 
Wine Company, will move Aug. 1 
to the company’s Los Angeles of- 
fice, where he will work with 
Sander Heyman, director of ad- 
vertising for Cresta Blanca and | 
Dubonnet wines. 


Gettin g more ma gazes out of a tree 


The war has brought many challenges to 
ingenuity — and as paper makers, we’ve 


had our share. 


Take the scarcity of printing paper for 


example. 


With supplies curtailed, magazines had 
to cut circulations — trim down the num- 
ber of pages—or find ways to “get more 
copies out of every tree.” 


WITH CELLULOSE FIBRE THAT COUNTS — 


We've been working with cellulose fibre 
—the raw material of paper—since 1900. 
For many years, we’ve turned out a thou- 
sand miles of paper a day. It’s reason- 
able to hope that all this experience will 


prove 


That's where we came in. Could print- 
ing paper be made thinner than previous 
standards—and still be sufficiently strong 
and sufficiently opaque for printing type 


and pictures on both sides? 


Our answer was—it could. And the 


emergency paper we made is doing a 
good pinch-hitting job for many publish- 


ers and printers right now. 


Maybe this paper will find no great use 


after the war. But out of the lessons 


learned in making it—and meeting other 


challenges —we'll be equipped to make 


our standard papers even better than they 
have been before. 


helpful to users of printing in 


many new ways when the war is won. 


OXFORD PAPER 


COMPANY 


230 Park Avenue, New York 17. N.Y. 


MILLS at Rumford, Maine 
and West Carrollton, Ohi 


WESTERN SALES OFFICE 


5 East Wacker Drive, Chicago 1, Illine 


Advertising Age, July 24, 15.14 


Col. Ken Collins, v. p. of Arthur Kudner, Inc., on military le 
as chief procurement officer of the 8th AAF, has been awarded 
Legion of Merit by Lt. Gen. Carl Spaatz for arranging supp 
and the manufacture in England of vital air force materials. . . 
leave from Duane Jones Company where he is chairman of planni) | 
Henry Turnbull is radio director for the GOP committee, shar. ; 
with Ted Church the onus of setting up the party’s national ra, 
plans. .. 

Marquise Louise de Pallavicini, American-born widow of ‘ 
Hungarian diplomat, and William F. Brooks, NBC’s director of ne .; 
and special events, were married early this month. . . Produc i: 


and directing radio and television programs for BBDO may e 
Ted Long’s chief occupation, but his interest in radio engineer) ig 
on the side has led to his election to membership in the Instit‘e 
of Radio Engineers... 

Barbara Jean Yocum, daughter of Trell Yocum, exec. v. p. o{ 
Compton, was married recently to Lt. Harry Plum Downs Jr. of 


No 
Postage Stamp 
Necessary 
If Mailed in the 


United States 


BUSINESS REPLY 


First Class Permit No. 95, Sec. 510, P L. & R., 


Advertising Age 


CTITTIIT TTT 


cot 
Divis 100 East Ohio Street 
Gou 

Chicago 11, Illinois 
the 


a caaiad 
president of the Weintraub agency in New York... 

Bob Peare, v. p. of G-E, was officially presented the American 
Television Society award for 1943-44 given to G-E’s television 
station WRGB for its contribution to the art of television program- 
ming... 

Arnold B. Hartley and Hillis Holt, officials of WOV, New York, 
have invented the Hartley-Holt concentric turntable, which they 
plan to exhibit at the NAB convention in August. .. S. I. (Chick) 
Rosenfeld, acct. exec. of Shaffer-Brennan-Margulis agency, St 
Louis, is proud as punch of a son, fjrst in his family, named William, 
who was born July 14. .. 

D-Day doings of Lt. Comdr. Chili E. Southward, formerly 0! 
Harry Atkinson Advertising Agency and one-time exec. of the 
Chicago Federated Adclub, as related in a letter from the agency 
man: “In coming to the beach our ship struck two mines, blowing 
up our forward compartment, men included. The shore batteries 
got our range, plastered us with shells and one blew up the deck 
below us. Landed on the beach anyhow. Everyone was ashore, 
worked all day but due to shrapnel and burns the medicos sent 
me back to England where I am now in a Navy hospital. Just 
shaved and am now up and around.” .. 

Howard Linn Edsall, ad mgr. of Ajax Metal Co., is co-author of 
an article entitled ‘An Unexplored Musical Resource,” in the June 
issue of the Journal of the Franklin Institute. “The unexplored 
resource is nothing more nor less,” the text says, “than the writ- 
ing of contrapuntal lines in different time signatures, in ratios 
more extended than 2 against 3, or 3 against 4.” Nice to know 
what an adman thinks about in his spare time. . . 

Charles P. Manship, publisher of the State Times and Advocate, 
Baton Rouge, La., and chairman of SNPA, is now in London as 
director of the American Office of Censorship. . . Amon G, Carter, 
publisher of the Fort Worth Star-Telegram, represented Teas 
Governor Coke Stevenson in the presentation, to President Rovse- 
velt and Secretary Ickes, of the deed to some 700,000 acres of | nd 
for a national park... 

The July issue of Coronet contains an article called “Truth Cate 1¢s 
Up with His Fiction,’ a biographical piece on Hugo Gernsb:»ck, 
publisher of Radio-Craft, which tells how many of his early | ré- 
dictions in the field of radio have come true... R. A. Stapells, |p 
of J. J. Gibbons Ltd., has been named chmn. of the industrial c m- 
mittee of the Society for Crippled Civilians, Toronto. . . 

Robert S. Cragin, who was chief copywriter for Leighton & ° ¢l- 
son, Schenectady agency, before entering the Army, has a new 02 
who, the old man’s friends think, looks just like him. . . Wilbu: #. 
Haines, sls. mgr. of Standard Oil of Calif., has been named | s 
of the Sacramento Chamber of Commerce. . 

A. E. Clarkson, treas. of the Houston Post, and of the Te <a 
Newspaper Publishers Association, received a gold watch in re‘ 8 
nition of 40 years of service to a single paper at the recent ass¢ 
tion meeting in Dallas. .. Lee B. Weathers, publisher and gen. ! 2! 
of the Star, Shelby, N. C., has been returned to the N. C. state 
ate by Cleveland County voters with a near two-to-one majorit 

Donald Jr., four-and-a-half, has a new sister named Carol 
born July 3 to Donald E. Gillis, NBC Chicago director, and © 
Gillis. . . H. A. McCelvey, veteran Houston adman and onetim 44 
mgr. of both the Chronicle and the Post, has come out for the T ** 
legislature. . . The Air Medal for action in bombing raids el 
Europe has been awarded to 2nd Lieut. Lacey Grove Lackey 
former member of the ad dept. of Lukens Steel. . . 

Albert G. Hollander, ad dir. of the Evansville Printing Corp. 
been given the 1943 Rotary civic award for outstanding servic ' 
the Indiana city... 
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30,000,000 Read 


Syend, Message 


ew York, July 19.—House or-| rial, 


. trade association periodicals | 
publications, ministers, OWI, 
plants, department 


Reed Announces Fall 
Feminine Shoe Plans | ber. 


E. P. Reed Company, Rochester, 
will releage an advertising | 
‘drive for Matrix and Collegebred . 
shoes during the early | Sorenson Heads Willys 

Charles E. Sorenson, former ex- 
vice-president of 
has been elected 
president of Willys-Overland Mo- 
His election followed 


ky 


women’s 
'fall months with special emphasis 
jon the Matrix patented feature | ecutive 
|Your Footprint in Leather.” 
Backed by point of sale mate- 
varied size ads will appear | tors, Toledo. 
in newspapers of leading cities | approval by stockholders of op- 
tions on Willys-Overland stock to | 


throughout the country, while in-| 
5-year 


stores, | Serts varying from one-quarter to | | Mr. 


Geyer, 
|New York, is the agency. 


| Motor Company, 


Sorenson over a 


» stations, and unions have ali|full color pages will appear in| period. 


.d a place in their programs 
for the “Spend, Sucker, Spend” 
b let, originally prepared for 

Savings Banks of New York 
Stote as part of their 1942 state- 
“\ advertising campaign on 
thrift (AA, Dec. 21, ’42). Present 
tribution of the vest-pocket 

hlet, first printing 10,000, has 
ed 30,000,000. 
booklet has been repro- 
d in about 70 house organs, 
luding those which reach the 
loyes of Carnegie-Illinois Steel 
npany, Republic Aviation Cor- 
ition, National Cash Register 
npany, Sperry Gyroscope, and 
Commonwealth & Southern. It 
ran twice in Family Circle. Over 
200 nationally known _ industries 
have distributed the message in 
pamphlet form to their employes. | 


QT Oe 


Many war plants have used it as 
a poster. 

“Spend, Sucker, Spend” was re- | 
produced in the Illinois Union| 
Labor News, and distributed in | 
leaflet form by a number of other | 
unions to their membership. 


Used as Ad | 


R. H. Macy & Co., Gimbel’s, | 
Philadelphia, and Mandel Bros., 
Chicago, are among department | 
stores which used the _ bank’s 
theme in more than 100 news- 
papers throughout the country. It} 
appeared as an editorial in ap- 
proximately 50 other papers. 

Three government agencies have | 
made use of the booklet—OWI for | 
its anti-inflation campaign, Treas- 
ury Department in promotion of 
war bonds, especially for the 4th | 
War Loan drive, and War Finance | 
Committee, where it appeared as | 

editorial in its monthly peri- 
odical, Minute Man. | 

“Spend, Sucker, Spend” was| 
transcribed as a radio broadcast 
for all stations of Mutual Broad- | 
casting System, and further used 
as a radio program on many other 
stations throughout the country. It 
has also been dramatized as a slide 
film to promote payroll savings 
plans in industrial plants. 


Drug Industry to Back | 
Health Week Oct. 6-16 


Following the success last year | 
of “Wartime Health Week,” in| 
Which 64.7% of all drug stores | 
part ‘icipated, Drug Topics will con- 
duct a similar program Oct. 6-16. 
Onl: y major change in last year’s 
plan will be the title—‘‘National 
Hea th Aid Week’—selected in 
jew of a possible termination in 
Eur pean hostilities before the 
Start of the drive. 
i. most 4,000 health booklets 
were distributed last year and up- | 
A of 30,000 drug stores con- | 
| to feature the health rules 
D> even after the week’s offi- 
onclusion. Retail pharma- 
‘hroughout the country will 
<e~ the campaign, as will | 
| advertisers, state, city and 
health officials, and such | 
ations as the National As- | 
n of Retail Druggists. 


LOOK IT UP in 
‘> MARKET DATA BOOK! 


* 
NSUMER MARKETS EDITION 
* 
JSINESSPUBLICATIONS EDITION 


Vogue, Harper’s Bazaar and Life 
in August, September and Octo- 
Cornell & Newell, 


Ford 


Drives Urge Southern 
Timber Conservation 


A widespread campaign to edu- 
cate the people of the South on 
the value of the region’s timber 
resources has been undertaken by 
the Forest Farmers Association 
Cooperative, Valdosta, Ga., and an 
all-South committee of 12 state 
organizations of timber growers. 
Use of newspapers, radio, exhibits 
and other media is planned. 

Timbermen joined the move- 
ment with a full-page ad in the 
July 4 issue of the El Paso Herald- 
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Post, sponsored by the Southern 
Pine Association. New Orleans, 


and the Texas Mill Managers’ As- 


sociation, which urged the state 
of Texas to invest six cents per 
year on each acre of Texas forest 
to perpetuate one of the state’s 
largest industries. 


Mrs. i aiiaaes Resins 


Dorothy B. Robinson, for two 
years station supervisor and sales 
manager of Station WAAB, Wor- 
cester, Mass., has resigned to take 
an extended vacation. 
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WMT, with 5,000 watts on lowa's best fre- 
quency (600-kc) offers you the largest primary 
(.5 Millivolt) area of any station in lowa and 
gives you blanket coverage of 22!/2°/, of all 
the "Grade One" farm land in the U. S. In 
1943 the 3.5% of the nation’s farms included 
in this area accounted for 13.7%, of all hogs 
and 7.5°%/, of the total cash farm income 


reached $1,475,873,000. 


BASIC COLUMBIA NETWORK 


War production is big business out here in the WMT Corn 
Country. But it is overshadowed in importance by the 
wealth that springs from our rich, black earth. Over- 
shadowed still further by our normal industrial production. 


When the day for reconversion comes, the pigs won't stop 
growing. Nor will contract cancellations hamper the end- 
less harvests of golden yellow corn. Food processors, farm 
machinery makers and hundreds of other similar plants now 


in war work will be freed from their responsibilities to the 


armed forces. Then they'll turn with renewed vigor to sup- 


plying the needs of their long neglected civilian customers. 


Stability, sound steady growth. These are the keys to why 


alert advertisers are paying increasing attention to the rich 
WMT Corn Country market. To reach buying power plus 
for now, and post-war too, include WMT in your plans. 


A COWLES STATION 
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Editori 


(TL 


Intuition? News sense? Timeliness? All of 
them are important, yes. But what counts 
most is knowing what readers want, then 
giving it to them. 


Our readers’ interests and problems are 
determined by close contact—through cor- 
respondents, field men, subscription men— 
and through letters and comments from 
subscribers. 


For example: the paper shortage, currently 
on the mind of every chain store man. 


: 


CHAIN STORE AGE is doing something 
about it. Note, please: 


The CHAIN STORE AGE Sales 
Training Course, another Edi- 
torial “Extra” (one installment 
each month in our Grocery, 
Druggist and Variety Store 
Editions) 


The CHAIN STORE AGE Grocery Training Course in 
June, “What Will You Do If You Run Out Of Bags?” 
gave five simple, practical ways to save wrapping 
materials. In August the Druggist Edition will carry a 
Training Course installment, “Beat the Paper Short- 
age,’ showing how store managers can get employees 
to use less paper 


Constructive help of this kind originates in editorial 
“savvy —an appreciation and awareness of the 
reader's needs. 


CHAIN STORE AGE 
Oa 


185 Madison’ Avenue, New York 16, N.Y. 
612 No. Michigan Ave., Chicago ll, ILL. 


‘Esquire’ Baseball 
Game Is Memorial 
to War Heroes | 


Chicago, July 18.—Designated a | 
“first step toward building ‘Living 
Memorials’ to Honor American 
Heroes of the World War,” an All- 
American boys’ baseball game has 
been scheduled for the Polo 
Grounds, New York, Aug. 7, spon- 
sored by Esquire in cooperation 
|with newspapers in 28 zones 
throughout the country. 
| From each zone a player of pre- 
idraft age is being selected by 
| sportswriters, with players, writ- 
ers and coaches to be given an all- 
|expense trip to New York for the 
| East-West game. 

The amateur competition is de- 
scribed in an eight-page “Esquire 
Baseball Edition,” promotional 
piece published by the company. 
|The contest is Esquire’s contribu- 
| tion to the National Physical Fit- 
|ness program, and has been en- 
'dorsed by baseball magnates, 
|American Legion officers, news- 
| paper publishers and business men 
as a boon for baseball and a 
builder of better physical condition 
of Ameyican, youth. 

Over 25,000 copies of the 
“Esquire Baseball Edition” have 
been sent to distributors, advertis- 
ing prospects and members of the 
Physical Fitness groups. Addi- 
tional promotion for the event in- 
cludes a Blue Network broadcast 
of the game, either sponsored or 
sustaining, advertisements in New 
York newspapers, national trade | 
publications and The _ Sporting 
News, and guest appearances of | 
|players, coaches and scribes on 
|radio programs. Advertising for 
|Esquire is handled by Burnet- 
|Kuhn Advertising Company, Chi- | 
| cago. | 
| Net proceeds of the event will | 
| be donated to the Community War | 
Memorials Commission and the | 
National Committee on Physical | 
Fitness. The “living war memo- | 
rials” will be in the form of com- | 
|munity sports centers, swimming | 
| pools, stadia and tennis courts. 


‘CAB Plans to Check 
Video Audiences | 


| As the first step in its plan to/| 
|check television audiences, after 
the war, the Cooperative Analysis 
|of Broadcasting this month will 
begin a continuous report on the 
|number of men, women and chil- | 
‘dren listening to today’s radio | 
|programs to familiarize advertis-| 
;ers and agencies with such data 
j}and to pave the way for future 
“teleratings.” 

The expanded CAB list of 81 
United States cities interviewed 
twice monthly should cover all) 
areas in which there will be sig- | 
nificant postwar expansion of tele- 
vision audiences, the CAB feels, 
;}and the increased calls will make 
possible the accumulation of au- 
dience data on video programs 
from which a procedure for rat- | 
ing those shown can be formu- 
lated. 


‘Humphrey Boosts Two 


William H. Eynon, radio direc- 
tor, and Henry B. Humphrey Jr., | 
|New York office manager of H. B. |} 
Humphrey Company, Boston, have | 
been elected vice-presidents of the | 
agency. 


FREE 


Your copy of 
“AT WORK 
FOR VICTORY" 


is ready 
WRITE 


MILSCO MFG. CO. 
2758 N. 33rd St. 


Milwaukee 10, Wis. 
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JUNE SALES OF CHAIN STORES 


———_J une. % Gain -—Ist 6 Months— 
1944 1943 or Loss 1944 1943 
Food Chains 
ewel ee $ 4,355,979 $ 3,927,206 +10.9 $ 25,129,018 $ 24,479 40¢ 
Kroger Groc. & Bak. Co. 34,004 407 32,862,053 $3.5 200,590,644 194 860 495 
+*National Tea 7,653,526 7,187,694 +65 
| Safeway 51,601,238 46 260 964 11.5 294,688 881 265 688 090 
Group Total $ 89,961,624 $ 83,050,223 +8.3 $520,408,543 $485,028 19 
Mail Order 
tSears, Roebuck $ 78,863,859 $ 69,144,691 -+11.2 $372,871,787 $333,412,545 
Spiegel ...... 1.901 250 1,717,750 +-10.7 14,900,506 14,435 426 
tMontgomery Ward 4, 185,124 52,140,023 —9.7 236,411,192 260,530,509 
Group Total $127,870,233 $123,002,464 +4.0 $624,183,485 $608,378,500 
Drug Chains 
bCrown . ; $ 891,522 $ 842,070 +5.9 $ 8,365,856 $ 7,711,480 
Peoples 2,776,616 2,796 677 1.1 16,561 335 16,732,377 
Walgreen 9,632,061 9,304,392 —3.5 19,741,000 21,293,000 
Group Total error, Wi 8 Me OM 2.8 $ 44,668,191 $ 45,736,857 2 
Variety and Miscellaneous ; 
ee Oe ra $ 3,771,714 $ 3,579,864 +5.4 $ 23,607,946 $ 22,155,287 b 6 
aColonial Stores .... 9 484 386 8,448,195 +12.2 47 858,170 43 444.645 0 
Diamond Shoe Corp 2,952,162 3,190,564 —7.5 15,267,166 14,989 789 
Edison Bros. 4,008 408 3,718,307 +7.8 21,949,340 20,828,785 53 
Fishman, M. H. 542 862 566,425 —4.1 2,712,382 2,817,092 37 
Grant, W. T. 13,740,915 13,720,054 -+0.! 73,261,778 72,886 85) 0 
tGreen, H. L. 5,061,179 5,430,490 —68 24,837,922 25, 189,664 4 
Kresge, S. S. 16,078,735 16,147,133 —0.4 95,059 358 90,700,787 42 
Lane Bryant, Inc. 2,996 450 2,639,211 +10. 17,436,450 15,126,602 5 
McCrory .... 5,414,680 5,187,697 $4.4 30,619,219 30,167,550 : 
tMcLellan Stores 2,918,660 2,827,426 -+3.2 14,379,071 13,524,859 6 
Murphy, G Ty 7,161,364 6,864,449 +4.3 39,018,879 37 849 496 } 
Neisner Bros. 3,022,468 3,238,166 ++46.7 16,361,468 16,242,774 07 
Newberry, J. J. 7,247,200 7,306,575 —0.8 41,389,104 39,105,526 5.2 
Penney, J. C. 42,283,928 40,973,952 +3.2 230,656,400 218,298,260 57 
Roses 5 & 10 869 335 752,689 +-15.5 5,136,932 4,383,583 7.2 
Schiff Co. 2,371,457 2,462,653 —3.7 10,302,205 9,701,314 +42 
Western Auto 4,181,000 4.313.000 —68 19,741,000 21,293,000 73 
Woolworth, F. W. 35,164,739 34,686,015 +1.4 203,897,604 200,368,126 +18 
cDiana Shoe Corp. 476,208 411,993 +15.6 5,692,984 4,523,580 25.9 


Group Yotel ) 747, 42.0 $939,185,317 $903,597,569 39 


Combined Total $400,879,906 $385,460,684 
*Not included in totals. 
+Four week period. 

aFive weeks and 26 weeks. 
bNine month period. 
TFive month period. 
cEleven month period. 


ARE THE 
Department Stores 
of the Masses... 


These stores handle over 30.000 different items popularly priced, 
from 5c to $5.00 and over. to meet the needs of the masses. No 
matter what size city, town, or village you go into, the syndicate 
variety stores get the traffic, 

Hundreds of these stores do over a million dollar annual volume. 

In the 5000 odd stores comprising the big 10 group the average 
annual volume per store is over $275,000.00. In this important 
group of stores alone, which did a volume of $1,341,376,361 in 1943, 
The Merchandiser gives you a coverage of nearly 12.000 key people. 

A mass distribution market efficiently geared to handle post-war 
mass production. 

Don’t overlook this 


POST-WAR PLANS! 


The “Merchandiser” 


A highly specialized medium cater- 
ing exclusively to the 5 & 10 to $1.00 
and up syndicate variety stores. 


tremendous market in your 


SY SHICATE STORE 


Editorially slanted to the problems 
and interests of the store managers 
and their assistants, who do the day- 
in and day-out ordering of merchan- 
dise for this approximately two billion 
dollar market. 


Total MERCHANDISE-OR- 
DERING circulation 16,394 key 
people in 8300 stores. 


Largest audited circulation in the field 


The Magazine of 


THE ae & 1 0” MARKET 


SYNDICATE STORE MERCHANDISER VAP | 


79 Madison Ave., New York 16, N. Y. 
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Sto Council 
Ciudy Evaluates 
rade Magazines 


cago, July 19.— Automotive 
magazine publishers and ad- 
ers “are in a favorable posi- 
» work toward strengthen- 
e trade press for more effec- 
ostwar service,” as the re- 
¢ a survey just completed by 
jtomotive Advertisers Coun- 
» its subscribing members, 
suncil declares. 

c,d to be one of the few in- 
6.4 ~. ve surveys of the readership 


\ 


2 : ne 

f ,ational trade magazines “in- 
53 Mepcndently sponsored and fully 
3.7 y exclusively by the adver- | 


>|... themselves,” the study, ac- 
{MR oe to T. Faxon Hall, Walker 
Mifc. Company, Racine, 

an 

relations committee, was 
ent garages. Mr. Hall said 
rvice station and fleet mar- 
body and fender, electrical 
yvake shops and other spe- 
lived services were ignored be- 
car dealers and independent 


not 
Reem owe ow 


ara > 

ftermarket, especially for re- 

Nacement parts and service 

ipment.” 

» actual survey was made by 

-Federal Research Corpora- 
Upon completion of the sur- 


fon 


r, of Thermoid Company; vice- 
resident T. F. Hall; secretary- 


Wis.., | 
of the AAC business | 


.d to car dealers and inde- | 


“represent the heart of | 


ey, an AAC executive committee, | 
omprising President R. W. Case | 


reasurer Carl Dietrich of Wagner | 
lectrie Company, and past-presi- | 


ent Charles Tapscott of McQuay- 
Yorris Mfg. Company, met at Chi- 
go headquarters of the National 
tandard Parts Association with 
he executive heads of the pub- 


cations involved, to discuss. with | 


em the findings of the survey. 


> Rejoin Jones Agency 

= James M. Nelson has resigned as 
sociate editor of 
agazine to rejoin Ralph H. Jones 
Company, Cin- 
cinnati, as vice- 
president and 
account execu- 
tive. From 1936 
to 1942, Mr. 
Nelson was 
manager of the 
agency’s 
York office. 
his new con- 


the 
Grocery & Bak- 
bg Company account. 


ames M. Nelson 


elson Leaves ‘American’ 


American | 


New | 
In | 


nection, he will | 
have charge of | 
Kroger | 


Mr. Nelson entered the agency | 
‘ld with Young & Rubicam, New | 


ork, in the copy, contact and 
herchandising department, 
g previously been with the ad- 
rusing departments of Butler 
rothers and Sears, Roebuck & 
0., Chicago. 


bins Hart Schaffner 


J 


le ‘ertising department of IIli- 

) ell Telephone Company, and 

honorably discharged 

ie Army, has joined the ad- 

g staff of Hart Schaffner & 
‘hicago, as a copywriter. 


WANTED 


‘ales-Merchandising 


EXECUTIVE 


iajor producer of nation 
ulvertised and _ jobber 
ibuted wine offers a rare 
tunity and an excep 
il future to a man with 
t fide sales management 
field sales experience 
includes merchandising 
promotion of packaged 
umer goods. Reply stat 
address, age, draft and 
ily status, availability, 
cational background: 
Ss. employment, earnings 
rd for past ten years and 
try required. Applications 
tly confidential. Address 
x 1936, ADVERTISING 


F EK. 3830 W. 42nd St.. New 
L k 18, New York 


= —_ 


hav-| 


ph Love, for 12 years with | 


| branch of the OWI. 


Lorimer Joins OWI 


Graeme Lorimer, former associ- 


Linen Suppliers 
ate editor of the Ladies’ Home 
Journal, and previously - the edi- | Extend Effort to 
torial staff of The Saturday Eve-| = 
ning Post, has been named an _, Conserve Textiles 
torial specialist in the book and_| sa ™ ; 
magazine bureau of the domestic | gone Xssoeintion ae tae 
|supplementing a special publicity 
| program on the conservation of 
‘cotton textiles now in its third 
Gilbert Nunns, formerly with J. year, will begin an aggressive, 
Walter Thompson Company, To-!| nationwide advertising campaign 


ronto, has joined Locke, Johnson | early next spring in which display 
& Co., Toronto agency. space, posters, window cards and 


Joins Locke, Johnson 


| bundle inserts will be used. 
Non-members of the organized 
'linen suppliers will also partici-| 
| pate in the program, as they have | 
lin the publicity campaign. The} 
| association members supply more, 
‘than 80% of all towels and per-| 
sonal service frocks and aprons to | 
public buildings, barber shops and | 
beauty salons, as well as clean | 
work clothing to war plants and | 
food processing factories. 
One of the focal points of the | 
1945 campaign will be “Be Kind | 
to Public Towels Week,’ — May | 
1-7, during which the linen sup- 


51 


pliers hope to cut down the wear 
and tear inflicted on their towels 
by careless users. 


Radio Group Formed 

A new radio industry relations 
committee, including members 
from National Association of 
Broadcasters and the four major 
networks, has been formed to aid 
the Treasury Department in gen- 
eral radio policy and in obtaining 
personnel for subsequent war loan 
drives. Members of the commit- 
tee have not yet been named. 
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The Pacific Coast, too, 


1S SAWED IN TWO! 


ARE you sawing the Pacific Coast in half? You are if 
you aren’t using Don Lee on the Pacific Coast. For half 
of the retail sales on the Pacific Coast are made OUTSIDE 
the counties in which Los Angeles, San Francisco, Oak- 
land, Portland and Seattle are located... and only Don Lee 
completely covers the OUTSIDE HALF. 

Why, you ask? Easy! Most markets in the outside half 


are surrounded by mountains, and long range broadcast- 


The Nation’s Greatest Regional Network 


; 


DON LEE 


ing won't work. (Watts do just fine until they hit moun- 


tains.) However, with 36 stations, Don Lee broadcasts 


locally from within these mountain-surrounded areas. A 


recent Hooper coincidental telephone survey, largest ever 


made on the Pacific Coast, revealed 


listeners in many of these “outside” 


to Don Lee stations 


60 to 100% of the 


markets are tuned 


As for the INSIDE HALF—Hooper ratings prove thata 


good show on Don Lee will reach more people than the 


same show on other networks. Two 


notable examples: 


Point Sublime and the Jack Benny show. 


Don’t saw the Pacific Coast in half! Buy Don Lee, the 


only network that covers it completely! 


THOMAS 5S. 


LEE, President 


LEWIS ALLEN WEISS, Vice-Pres. & Gen. Mgr. 
5515 MELROSE AVE., HOLLYWOOD 38,CAL. 


Represented Nationally by John Blair & Co. 


. | i s oa % : iy : ' y . 4 ~ . bi =. ad = i 7 wih : -s , t bas . , 3 4 ted wv ae aes aie 
ee ae 
| 7 4 
mi ARSE oe ‘ h da 
oe. és = 
i . 7 Tere 
= ff ; Sa a \ / J bs 3 - 
| \T- - (Sain, Rae a a 
, ' .. ~ -, gay uv, po 
YW | VKLs Wwe 4 \, i ee: ; 
OO 7 y EF? uv wll - 
vse ° f e - fond 7 it" vy aa aan ae 
ee: oa i. SRY girth 
} | F ‘fc 
a 
ee — 
ee “ae 
— ee 
— | ESE SOONER EE SIS | 
ee es 
— a ™ 
™% a ee : 
n : aime 
r oS rin sere “ 
a i. f i 
a al 


52 


Packers’ Case Dropped 
A December, 1941, grand jury 
indictment against the Armour, 
Cudahy, Wilson and Morrell pack- 
ing companies, charging violation 
of the Sherman anti-trust law, has 


been dropped by an Omaha fed-| 


eral district court because of the 
death of a major witness. The 


packers had been accused of allo- | 


cating hog buying points among 
themselves, allegedly in restraint 
of competitive buying. 


NBC Names Two 


Richard P. McDonagh, acting 
head of NBC’s script division 
since March 1, has been named 
manager of the division. Newly 


appointed director of operatic pro- 
ductions of NBC’s television staff 
is Dr. Herbert Graf, stage direc- 
tor of the Metropolitan Opera As- 
sociation since 1936. 


Coca-Cola Wins Suit 
Against Cleo-Cola 


| Use of “Cleo-Cola” by the Cleo 
|Syrup Corporation, St. Louis, its 
|agents or licensees, to designate 
any soft drink has been perpetu- 
ally enjoined as infringing on the 
trademark of Coca-Cola Company 
through a decree issued by the 
U. S. district court of the eastern 
judicial district of Missouri. The 
Cleo-Cola mark was found to in- 


|fringe the mark of Coca-Cola by 
the same court in 1942 and the 
court of appeals in 1948. 

The new decree concludes that 
continuing failure to comply with 
previous court injunctions to avoid 
infringement of the Coca-Cola 
|mark made it “necessary to en- 
|join all use by the defendant of 
ithe name ‘Cleo-Cola’ in connection 


with ... any soft drink.” 


Joins Kelly-Smith 


William Thompson, formerly 
| with Henry Disston & Sons, Phila- 
|delphia, has joined the Phila- 
'delphia sales staff of Kelly-Smith 
Company, newspaper representa- 
| tive. 


market. 


If there ever was a time when the Newark 
Evening News appreciated the cooperation of the 
grand guys and gals who want to do an adequate 
coverage job in the Newark Market — that time is 
NOW — during NEWSPRINT RATIONING! 


To tell you we're “trying our best" is just a corny 
phrase — but we want you to know that come weeps 
and low water we'll continue to publish one of the 
country's best newspapers, maintain its basic qual- 
ity for more than 200,000 families in America's 11th 


Newaite Evening Nous 
Nreusrorle , Yow 


770 EXCLUSIVE © 


and Industry Are 


Advertising Age, July 


Study Disposal of 
Surplus Aircraft 


Detailing methods by which 
disposal can be made of the mili- 
tary airplane surplus, a_ study 
made for the Army air forces by 
the Harvard Graduate School of 
Business Administration reveals a 
hope that such disposal can be ac- 
complished with profit alike to 
the manufacturers, the govern- 


ment, and foreign and domestic 
purchasers. 
However, in opposition to this 


plan, Col. Edgar S. Gorrell, presi- 
dent of the Air Transport As- 
sociation, speaking in Washington 
recently, said the nation’s airlines 
have formulated a postwar pro- 
gram designed to utilize virtually 
all government owned transport 
planes, encourage new plane 
building and stimulate air line ex- 
pansion. 

The airlines’ plan to lease from 
the government the _ transport 


LE eT aii 
G z 

, a 7 a [i-_ 
MAMMAL UGC 
. Preparing for a Peacetime Wo. E 
planes on hand at war’ ey; 
would, Col. Gorrell said, u 
the government a “reaso: \bje 


return On its investment co: 
to a low return if the 
| planes were auctioned off . 
| tributed indiscriminately. 
Meanwhile the Harvard 


military affairs committee f; 
sideration in framing war s\ rp] 
legislation. The report rejeci. an 
plan for scrapping the cout 
fighting planes, and makes } 
mendations 


has been submitted to the Lat 


for the dispo: of 


each type of plane. , 
The Beech light transpor: ap 

the various Douglas-built lane 
were listed in the report the 
best prospects for ready sale; 
Other types are either ruled oy 
for postwar civilian use or gi; 

limited chances of resale. Pro. 
hibitive operating costs, inadapt. 
able design or unreasonable con- 
| version cost, were given as th 


NEW BOOK 


When the material in this book 
first began to appear, week by 
week, in Advertising Age, the 
reader response to it was immedi- 
ate, enthusiastic, and voluminous. 

Our editorial staff itself could 
hardly wait for each succeeding 
installment, and as it arrived it 
was eagerly passed from hand to 
hand for advance reading. 

For this is a book about adver- 
tising—and business—and lite— 
different from any other ever pub- 
lished. In it one of the country’s 
best known advertising men has 
put down, day by day, for eighteen 
months, what he saw, did, felt, 
thought, andread. And putit down 
with such a gift for words, such 
wit and wisdom, as will make you 
want to read and reread this book 
throughout your life. 

As one prominent agency man* 
wrote me: “Once in a blue moon 
there appears over the horizon a 
book about a business which emits 
flash after flash of penetrating in- 
sight. It shoots these illuminating 
flashes right through that particu- 
lar business, piercing through the 
murk cf mumbo-jumbo and the 
underbrush of the basically unim- 
portant. 

“The Diary of An Ad Man does 
just that 
though dealing in intangibles, will 
find tangible, day-by-day 
ance in these pithy case-history 


tor a business which, 
guid- 


experiences, acute observations, 
and usable suggestions.” 


About the Author 
Jim Young (as he is widely known) 
has had the kind of career many 
men long tor. He was, successively, 
office boy, stenographer, and mail 
order book salesman; then copy- 
writer, branch office manager, and 
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PUTS SALT 


Vice President for J. Walter 


ON THE TAIL OF ADVERTISING; 


The Diary of An Ad Man by James Webb Young captures the 
elusive human qualities which make advertising successful. 


Thompson Co.; then Professor of J 


Advertising at the University o! 
Chicago, Director of the Bureau 
of Foreign & Domestic Commerce 
in Washington, rancher in New 
*Mexico, author and advertising 
consultant. He is a past president 
of the American Association of 
Advertising Agencies anda founder 
and director of the War Advertis 
ing Council. Hehas traveled wide!) 
abroad, and for thirty years has 
been identified with many of the 
largest and most successful adver 
tisers in this country and Euro 


The Diary of An Ad Man bri: 
you a distillation of this ex] 
ence, and of the philosophy w) 
grew out of it. It is a human coc 
ument of our times, and wil, ! 
predict, be referred to in the fu 
as historical source materia 
the business lite of our day. 
a book that will inspire you 
excite you; that will make 
chuckle and make you mad; 
will pay you dividends in us 
ideas, stimulated thinking, 
pure enjoyment. 


I want to put a copy of 
fruitful book into the hanc 
every man who has anythin 
do with advertising—or hop 
—because I know he will 
both its contents and its hand 
format. So I make you this « 
Send me your order for a co 
The Diary of An Ad Mant 
and if you are not more tha 
isfied that it is worth all I s 
will retund your money a7 
can keep the book. The pric 
per copy, postpaid. Send 
now. G. D. Crain, Jr., Pub 


Advertising Age, 100 East 
St., Chicage 11, Ill. 
*Victor O. Schwab, of Schwab & 
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c,, vested surplus disposal poli- | 
r the component parts of 
ype of plane were outlined 
‘er sections of the report, 
; specifically with engines, 
lers and radio equipment. 
‘arvard report declares that 
19 civilian use can be made 
f susands of fighting planes, 
be: -hould be sold to the military 
es of friendly foreign gov- 
nts. When this market has 
aturated, the combat ships 
be used for training or 
sy ntled for component parts. 
“ri. report says that domestic 
nd foreign commercial airlines 
Ou immediately purchase be- 
ve |,050 and 5,200 Army trans- 
suggests that such 
la should be sold on the in- 
alt t plant at a uniform price, 
ugh to encourage their use 
new models can be ob- 
It suggests that the manu- 
t r sell the planes as agents 
F government. At the same 
me the manufacturers could 
sryice the planes and modify 
em for the buyer’s needs. 
In outlining his program, Col. 
sorrell told the industry: 
“The government should retain 
tle to all transport aircraft and 
pase them to proposed users. For 
period of three years after the 
var, any financialy responsible 
erson Wishing to operate an air- 
raft from the government’s sur- 
lus pool could enter into an 
greement with the government 
y which he would lease the air- 
raft for a period not to exceed 
ve years” 


id 
| as some planes were unsal- | 
eas' | 
: 
: 
: 


% te * 


Airplane-type engines able to 
ansport a greater payload over 
e most miles at the least cost 
bakes them a postwar possibility 
r use in commercial ground 
shicles, Vincent C. Young of 
aton Mfg. Company, Detroit, told 
e Society of Automotive Engi- 
ers’ national war material meet- 
mee recently. Although he warned 
mat early experiments may lead 

a high percentage of failures 
f ring the developmental stage, 
i r. Young said factors in favor of 
Mme plane-type auto engine are 
‘fy 


eir light weight, high power, 
@onomy and reliability. 

* * * | 
Sand, brine, coal and oil are | 


moviding the basic elements for | 
@Pening a new field of chemical | 
anufacture to produce silicones, 
R. Collings, vice-president and 
neral manager of the Dow Cor- 
Bng Corporation, Midland, Mich., 
fevealed at a New York luncheon 
n by executives of the Corning 
wiass Works and the Dow Chemi- 
@| Company. 
sin revealing the performance of 
be first commercial production of 
mese silicones, Mr. Collings said 
mey are the result of a century’s 
search to utilize silicon and 
‘ygen, the elements of which 
nad is composed, in the produc- 
nm of new temperature-resistant 
‘terials. “Among the most im- 
riant of these silicone mate- 


als.” he said, “are the high tem- 
rature insulating resins, but 
Bicones can be produced either as 
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solids or liquids in an_ infinite | 
variety of forms. 

“Silicone chemistry makes pos- 
sible the building of lighter and 
better electrical equipment for the 
war effort, for the home and for 
the factory. 

“An outstanding result attained 
in the electrical industry is the 
special instance in which Westing- 
house engineers redesigned a three 
horsepower motor to provide an 
output of 10 horsepower by using 


high temperature resistant sili- 
cones for the electrical insulation.” 
* * & 


A nationwide program to pro- 
vide jobs in the investment bank- 
ing business for war veterans and 
college graduates has been an- 


nounced by the Investment Bank- 


lers Association of America. 


Julien H. Collins, of Harris, 
Hall & Co., Chicago, chairman of 
the association’s educational com- 
mittee, said the program calls for 
“condensed professional” courses 
of training to be conducted in all 
major cities. The program’s three 
purposes are: 

1. To enable investment bank- 
ing more effectively to offer ca- 
reers to young men coming out of 
the armed forces. 

2. To help the business recruit 
promising young men from the 
veterans’ ranks and also from col- 
lege campuses when graduates no 
longer go directly into service. 

3. To assist in maintaining high 


standards of ethics and profes- 
sionalism in investment banking 
by indoctrination of new men in 
the business in sound principles of 
finance and investment. 


B&O Launches Campaign 


“Feeding Hungry Convoys”’ is 
the theme of a current campaign | 
placed by the Baltimore & Ohio 
Railroad in 71 daily newspapers | 
to emphasize the need of ample 
replacements of supplies. The ad- 
vertising is a part of the sixth co- 
ordinated newspaper campaign in 
which eight eastern railroads are 
participating. Richard A. Foley 
Advertising Agency, Philadelphia, 
handles the B & O account. 
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MILLIONS 


NOW SPENDING 


BILLIONS 


| And wise advertisers are reaping fortune 
from this convenient market. Perhaps 
you've been overlooking the 7-billions 
| spent yearly by American Negroes. Then 
you'll be surprised how easy it is to cover 
these spending millions at a cost so low 
it's a shock. Drop a line to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York and we'll 
send you some startling, profit-revealing 
facts. 
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DETROIT’S 


Story, Brooks & Finley, Inc. 
National Representatives 
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74 MILLION 


UTOMOBILES 


ae how re 


fast enough ar 


Here is an amazing manufacturing phenomenon 


—an annual 7,400,000 


for 10 years. Contrast this with 5,621,715 cars 
built in 1929—the largest production year in 


passenger car output 


While other markets may have pro- 
duction problems, Detroit's chief worry (and it's 


we going to make ‘em 


Such a situation is practically an iron-clad guar- 
“worth-whileness’ of the Detroit 
market. You can aid your intent to sell here by 
gearing your advertising to Detroit's only morn- 


ing newspaper and its unexcelled influence with 


its 370,000 family readers. 


The Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 


3 ; aS 2 « ae ] = ei ‘ : ais ot s = ¥ = 2 ; yi = . ‘ . hn hr e 
= a +e 1 {i 
x i ) Sire 
a a 
_ | ae 
dis a % 
an | . ——— . ; 
ne | ee a ee a 
the 5 = oa ; " = as sii = 
= i teat: ge 
— | 4a aa ae 
3 ‘ ; ae ast be e 
: ites 
th i : , me >. ’ > 7 
| . Tne te as 
| > = ‘ 
4 ™ oF , Se : Si} a 
; — “ oe _ “ a 
I. | i aa. seas "om , oe 
Ite ; “- ae 
or ae 
y oO : Se 
real a ae fas oa 
1erce i Sy va 
New a2 ome a 
is ng ” a a - 
ident ff me 
yn of 7 
inder 3 
ertis A ~ 
ay 
= York encias ' 
rings t si pt con’ rr 
ee art ok 
thi B. STE ait BOAT CE _— eS 
doe | JOHN - DETRON up: 900 7 
\4 t 90; een es ne " 
lf As) s \ 40 - we 
eee of pod 6. oni 
uture @ ERcE: en co ail e ‘ ' 
al o KK N P pre®> 0 00 oF F ate 
ce gepiaci® 4 ab-\9?” 12,00" ik aie 
ot pee: 
sand 4 k | aa a: ipge 
ov 1 ar Oo 2 3 arora 
i 4 eee ———_LT ie 
: , 7 Re > new ° «4 oe ae 9 ! 90 ae ’ hares 3 
y =" z a 
yf chi f ots * ve 900,000 bs 
PES. EXP pile pl 74: oo 
EC ass. entory 5 tod —_— ° 
in Ee AEN \nv ots. 
p ’ a Za > a 
a . - 33 | ; é: 
gh ASE _ 
0 22 8 ee : 
in st 24 8 ee 
oe ee. { 
] : “ae BARS inc 
¢ > ca e an. x fae ' 
| = - ee 
: cae : t \ . — : ~ . ’ — ) 4 aad - = > : lle | i 


54 
KFAB Moves Offices 


Omaha offices of Station KFAB | 
have been moved to 620 Farnam 
building, Omaha 2. 


Canadian Admen | 


Form National 
Club League 


Toronto, Ont., July 20.—The| 
formation of a national confedera- | 
tion of advertising and sales or- 
ganizations in Canada, tentatively 
called The League of Canadian 
Advertising and Sales Clubs, was 
announced here this week by 
Bacon Brodie, past president of 
the Advertising and Sales Club of 
Toronto and acting chairman and 
treasurer of the new group. Vice- 
chairman pro tem is W. Howard 
De Cew, chairman of the Vancou- 
ver Board of Trade’s advertising 
and sales bureau. 

Formation of the league was 
implemented last winter by the 
Toronto club when it appointed 


a committee, headed by Mr.) 
Brodie, to explore the practica- | 
bility of the move. His committee | 
consisted of Lee Trenholm, presi- | 
dent of the club, and past presi- | 
dents Glen Bannerman, 
Johnson, Walter Kiehn, Howard S. 
Mark, John Martin and Charles 
S. Watson. 


Permanent officers will be 


elected by a board of directors 
representing Canada’s 10 largest 
and most influential advertising 
and sales clubs. The clubs include 
those in Hamilton, Kitchener- 
Waterloo, London, Montreal, 
Ottawa, Toronto and Vancouver, 
and the Women’s Club, the Young 
Men’s Club and the Advertiser’s 
Guild of Toronto. 

Affiliation with the league is 
not expected to conflict in any way 
with member clubs’ adherence to 
other national or _ international 
organizations. 


Elton | 


New vacuum cleaners. New cars. All Surveys in- 
dicate this intention. The question is, WHOSE 
refrigerator, whose cleaner, what make of car? 


Obviously they’ll choose the one they know best. 


The one of which they 


CLEVELAND 


REPRESENTED BY NBC SPOT SALES 


Millions stay tuned to the 


National Broadcasting Company 
It’s a National Habit 


...In a Planning Mood 


They can plan to buy new electric refrigerators. 


frequently and most recently. Keep reminding 
them of your brand name over WTAM. The 
COST is only $.000073 per Housewife. 


have been reminded most 


A Service of Radio 
Corporation of America 


HOT-WEATHER AlD—The emphasis is on a frosty clime in this current po. .; 
for Cliquot Club Co., Millis, Mass., being used in selected markets that ‘+ 
The Boston office of N. W. Ayer & Son hans os 

the account. 


in with Cliquot's distribution. 


FLAVOR-AGEDA 


- 


Advertising Age, July 24, 
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Belgard-Spero Appoints 

House of Vision, Belgard-Spero, 
Inc., Chicago optician, has ap- 
pointed Stubbs & Montgomery, 
Inc., Chicago, to handle its adver- 
tising. 


Harris to Compton 

S. B. Harris Jr., former sales 
and merchandising manager of the 
Cleveland division of the Atlantic 


| 


ae 
m I pe mn 


& Pacific Tea Company, has } 
Compton Advertising, New York. 
as a merchandising executive 


Lt. De Brandes Missing 


Lt. Richard De Brandes, for- 
merly a commercial artist with 
the Cincinnati Advertising Prod- 
ucts Company, has been reported 
missing over Germany since 
June 20. 


INC. 


Ss presentotive 


RIODER-JOHNS., 


Neotiore 


NEW YORK 
342 Madison Ave 
DETROIT 
Penobscot Bidg 


CHICAGO 
Wrigley Bidg 
ST. PAUI 
Dispatch Bidg 
Newspopers Get 
Immediate Action 


The Minnesota Mutual 
Life Insurance Co. 
Home Office in 
St. Paul 


25s largest 

life insur- 
ance companies 
the U. S$ 

Offices in 30 states 
and Dist of Colum- 
bia. 

Organized in 1880. 

$289,000,000 insurance 
in force. 

Assets $60,000,000. 

This building 
stories high . . 
nearly 400 
pants. 
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\Shulton to Use 


Magazines 
Toiletries 


w York, July 18.— Shulton, 
announced today the largest 
dvertising schedule in its his- 
coverage to be given the 
. line of merchandise rather 
emphasizing specific combi- 
n packages of toiletries and 
umes, and every insertion 
i to carry a war message. 
full page in color for Leigh 
tbeat perfume will tee off the 
in the Aug. 15 issue of 
e, followed by full page and 
large-size ads in 24 addi- 
class magazines and the 
tian Science Monitor. Over- 
tal will be 94 insertions, 
down to 13 on Early 
can Old Spice for women, 
the same product for men, 
Leigh perfumes, and 11 on 
American Friendship’s Gar- 
Seven of these will feature 
for men overseas and are 
i for early gift buying. 
r the first time, the company 
added motion picture maga- 


zines to its list, scheduling ads for 
Motion Picture, Photoplay and 
Modern Screen. Other magazines | 
on the list include McCall’s, The | 
New Yorker, This Week Magazine, 
Time, The Saturday Evening Post, 
Woman’s Home Companion, Good 
Housekeeping, Cosmopolitan, 
Charm, Redbook, Mademoiselle, 
Ladies’ Home Journal, Glamour, 
Fortune, National Geographic, 
Harper’s, Life, Collier’s, Look, 
American Magazine and Esquire. 
Agency in charge is Wesley As- 
sociates. 


Martin Leaves WIZE 


Reggie Martin, vice - president 
and general manager of Station 
WIZE, Springfield, O., for the past 
three years, has resigned. Ad 
Karns, WIZE program director, 
has been promoted to assistant 
manager. 


WLW Promotes White 


Samuel R. White has been ap- 
pointed director of sales promo- 
tion of Station WLW, Cincinnati. 
He was formerly assistant director 
and replaces M. F. Allison, now 
in the Navy. 
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n_ Kansas City_ 


e Swing 
is to WHB 


oa ie i ease i AE 


SKYROCKET to SALES SUCCESS on W HB’ 's program pop- 
ularity! Phone us for availabilities if you're considering 
spot programs or announcements in this booming market. 


. delivering the “most listeners per dollar” through- 


“Your Mutual Friend” is Kansas City’s Dominant Daytime 
a Station.. 


— out the western half of Missouri and the eastern third 
of Kansas. For availabilities, call 


DON DAVIS 
KANSAS CITY — Scarritt Building — HArrison 1161 
NEW YORK CITY—507 Fifth Avenue—VAnderbilt 6-2550 
CHICAGO — 333 North Michigan Blvd. — CENtral 7980 


HOLLYWOOD—5855 Hollywood Blvd.—HOllywood 6211 
KEY STATION for the KANSAS STATE NETWORK 


Kansas City * Wichita 
Missouri Kansas 


Great Bend + 
Kansas 


* Salina «+ 
Kansas 


Emporia 
Kansas 


MONTHS: MARCH-APRIL, 1944—KANSAS CITY 


IOPER STATION LISTENING INDEX 


TOTAL COINCIDENTAL CALLS — THIS PERIOD 14,288 


= 


RNING ‘ ; : ° ; 

Station: Station Station Station Station 
onony | A B fe gp | WHET 
nm | 6.4 | 9.5 | 27.6 117.0] 33.1 | 4.7 
2RNOON x : 

Station EF Station Station Station Station 
Paste ee tic gy WHET 
Spm 112.41] 6.6 | 17.2 | 29.7 | 27.0 | 5.5 


Acoustical Materials 
Advertising Devices 
Air Conditioning Equipment 
Art Objects 

Beauty Shop Equipment 
Bowling & Billiards Equipment 
Building Materials 
Carpets and Rugs 
Carpet Linings 
Confections and Candy 
Decorating Materials 
Door-Operating Devices 
Draperies 

Drinking Fountains 
Electrical Devices 

Fine Furniture 

Floor Lamps 

Floor Mattings 

Flooring Materials 
Fluorescent Lighting 
Hardware 

Hearing Aid Devices 
Insulation Materials 
Lighting Fixtures 
Lounge Furniture 

Paint Products 

Plastic Products 
Plumbing Fixtures 
Public Seating 

Safety Devices 
Structural Glasses 
Television 

Upholstery Materials 
Vending Machines 
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A PLUS net FOR ADVERTISERS 


Twenty-three of 


ing theatre architects 
(names on request) 
are on the advisory 
staff of The Modern 
Theatre Planning In- 
stitute. organized in 
1933 to coordinate the 
processes of theatre 
property moderniza- 
tion. These men, co-members with our ad- 
vertisers in the Institute, are most valuable 
allies for the introduction of new products 
to the theatre industry, and through theatre 
demonstration to the publie at large. 

| THE POSTWAR RESEARCH BUREAU of 
|The Modern Theatre Planning Institute is 
now engaged in the collection and dissem- 
ination of data on new product developments 
adaptable to theatre use. For FREE listing 
of your products in this annual reference 
publication of the theatre industry use the 
coupon, attached to your company letter- 


head. 


ASK FOR A FREE COPY OF 
“SELLING to and thru THE 
MOVIES" 


our Merchandising Plan Book—which will 
inform you fully on the extent and char- 
acter of the theatre market. It explains Why 
and How theatre product usage and demon- 
stration provides the speediest and most 
effective approach to world-wide public in- 
terest in the new products of industry. 


Pin this coupon to your firm's let- 
terhead and mail at once — no 
obligation. 


TI 5 ETTORE 


Oe) ae) 


North America’s lead- 


| lh of these aly a4 


You can expose them to a tremendous market at 
no cost, by having us list them in the 1944 issue of 
BOXOFFICE BAROMETER, the only annual publi- 
cation reaching practically every theatre in North 
America and retained by management for almost 
daily reference. 


‘ : bur, 


eomagintow: st 


N the glamorous sur- 

roundings of the mod- 
ern motion picture 
theatre, the public expects 
to find the latest develop- 
ments of art, science and 
industry. This “show- 


case” exerts a tremendous 


SJ 
influence upon desires, 


new buying habits and Kk ee 


product preferences. In- 
stallation or use of any 
product in a theatre places it directly in the spotlight of public 
interest and at a time when prospects are in their most receptive 
mood. 


The demand for all materials, furnishings and equipment is 
opened up and enlarged by theatre installations. Air condition- 
ing, for example, found the theatre its best medium through 
which to demonstrate its most productive source of sales promo- 
tion; for not until theatres accepted air conditioning did depart- 
ment stores or small shops and restaurants show any indication 
of interest. 


Located in 9,187 towns, America’s 18,000 theatres represent a 
capital investment of $1,880,000.000, seat 10,924,484 persons, and 
attract and serve 85,000,000 “Average Americans” weekly who 
spend a billion dollars yearly at the boxoffices. 


Besides offering unusual possibilities for introducing and per- 
petually reminding the masses of your product, this gigantic 
business itself offers you a major market. The average expendi- 
ture for theatre construction (1929-38) was $47,363,000 annually. 
In addition to this, the normal annual expenditure for equipment 
and supplies is $25,000,000. Postwar expenditures, obviously, 
will break all previous records, for the theatre industry will be 
the first to start building when restrictions are lifted. Many new 
theatres (recreation centers) are now on blueprints and ready 
for construction. 


The one way to cultivate this class market effectively for itself 
and as a convenient direct shortcut to popular favor of the 
American Public is through advertising in 


The MODERY THEATRE 


— WROMANICAL MAINTENANCE SECTION of BOXOFFICE 


332 South Michigan Ave., CHICAGO 4, ILL. 


= ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee eee ee ee 

; Please mail us a copy of your Registration Form for a 
FREE product listing in The MODERN THEATRE 

, section of BOXOFFICE BAROMETER for 1944 and for 

i reference in the Postwar Research Bureau of The 

! MODERN THEATRE PLANNING INSTITUTE. 

Please also send us a free copy of “SELLING to and 

{ thru THE MOVIES.” 

I ; 

i Firm Name 

f iddress .. 

I 

ee eee ee PO. Zone .. State 

I 

1 Request by .... faved ad 

| official title) 
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The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and ‘“‘Represen- 
tatives Available,” 50 cents a line, minimum charge $2. 
cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 

WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY 
AUTHORIZED CHANNELS. 


Terms 


THE USES OR OTHER 


__ HELP WANTED 


HELP WANTED 


OUR CLIENTS NEED MEN 


whose record and experience in advertising, 
sales and management can stand rigid in- 
spection. 

Positions open from coast to coast. 

Free booklet, ‘‘How to Match Men and Jobe’’ 
sent on request. 


PERSONNEL CONSULTANTS 


‘‘matching men and jobs”’ 


8 South Michigan Avenue ANDover 3129 
CHICAGO 

(Solid firms seeki sound men only are 
solicited) 


PACKAGING ENGINEER 
Must be able to design and specify 
package requirements and _ have 
knowledge of sources, Specific ex- 
perience in packaging in mail order 
house desirable. Post war future in 
expanding established business. 
Draft deferred or over 38 years of 
age. State qualifications in full. 

Box 4945, ADVERTISING AGE 
100 FE. Ohio St., Chicago 11, Ill. 


ADVERTISING 
COPYWRITER 
4A agency in New York City spe- 
cializing in book and mail order ad- 
vertising wants capable, energetic 
writer, age 20 to 35. Previous copy- 
writing experience preferable, but 
not essential if you have done other 
writing work. Mail order experience 
helpful. Opportunity for man with 
good education and reading back- 
ground to make fine agency connec- 
tion. State fully your experience; 
salary; age; family status; ete. 
Box 4940, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


NEED AGRICULTURAL ECONO- 
MIST who can convert statistics into 
advertising presentations and who 
also can write popular summaries of 
these statistics for magazine read- 
ers. State age, draft status, experi- 
ence, present salary. Permanent po- 
sition on leading agricultural pub- 
lication. Application kept strictly 
confidential. 

Box 4943, ADVERTISING AGE 

100 BE. Ohio St., Chicago 11, Il. 


HELP WANTED | 
COPYWRITER 
Unusual opportunity with small, 
fast-growing national agency. Must 
be versatile, creative and capable of 
preparing forceful copy. Give full 
details. State minimum § starting 
salary. 
30x 4946, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


CIRCULATION MANAGER wanted 
with complete knowledge of sub- 
scription fulfillment and A.B.C. re- 
quirements. In reply give your rec- 
ord for the last ten years—it will be 
checked before appointment is made 
for interview. 

30x 4947, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 

SPACE SALESMEN WANTED 

Trade Papers—Magazines 
Chicago-New York Territories 
GEORGE WILLIAMS—Personnel 

209 S. State St. — Har. 2063, Chicago 

I NEED A RIGHT HAND MAN! 
Somewhere there's the man I’m 
looking for: He has layout skill and 
imagination; writes decent copy; 
ean draw a bit; enjoys all-around 
production of ads and promotion 
ideas; has done well thus far, but 
realizes that the present is a short- 
lived golden opportunity to get into 
a big outfit where he can really 
demonstrate his ability. If you 
think you qualify, give full informa- 
tion to John Marston, promotion 
manager, The Des Moines Register 
and Tribune, Des Moines 4, Iowa. 


MAUDE LENNOX 
SPECIALISTS 
Advertising & Sales Personnel 
630 Fifth Avenue New York, N. Y. 
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Map Reproduced By 
Permission of 


R. L. Polk & Co. 


at 


It Is!... 


wn barrel! 


A big market . 
consisting of 123,000 consumers all 
within the Troy A.B.C. City Zone’s 
344-mile radius! 


Yes, 
and barrel . . 
ammunition that bags the sales: com- 
plete coverage by ONE daily medium. 


This 


punch, is yours at only 12¢ per line. 


HELP WANTED 
YOUNG WOMAN with experience in 
media department. Pleasant sur- 
roundings in medium sized advertis- 
ing agency. Good salary. Also profit 
sharing after ability has been estab- 
lished, 
30x 4954, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


AN INDIANA AGENCY, highly re- 
garded in the national field, with 
more than twenty years successful 
operation, needs a good, young copy 
writer—one who has just received 
his discharge from the armed forces, 
perhaps. Such a man will work di- 
rectly under one of the principals 
in the organization. Here is a real 
opportunity to become an impor- 
tant factor in a successful small 
agency. Write, giving full details, 
including salary desired. 

Box 4944, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
310 S. MICHIGAN, CHICAGO 
20 YRS. ADV. EXPERIENCE 


. lock, stock 


..a rich market... 


a complete market, lock, stock 
plus the high-caliber 


That's the true picture when you look 
at the map of the Troy A.B.C. City 
Zone because The Record Newspapers, 
Troy’s only dailies, are read by over 9) 
out of 10 families in Troy and 4 out of | 
5 in the City Zone. | 


coverage, with its proven sales 


Circulation of The Record 
Newspapers: 


40,411 


| (A.B.C. Publisher’s  State- 
+ ment for 6-month period 
A, ending March 31, 1944.) 


THE TROY es RECORD 


POSITIONS WANTED 


ADVERTISING, PROMOTION, PUBLIC 
RELATIONS EXECUTIVE AVAILABLE 


Versatile, ambitious, young man in his early 
thirties interested in connection with stabie, 
progressive organization where the oppor- 
tunities and responsibilities are great. Ten 
years general advertising, promotion, pub- 
licity background with emphasis on organiz- 
ing and administrative ability. Logical 
thinker, sound planner. Resourceful, realis- 
tic, creative, conscientious. For qualifica- 
tions in detail, write Box 4938, Advertising 
Age, 100 East Ohio St., Chicago {1, I. 
Please include brief outline of position open. 
YOUNG WOMAN COPYWRITER 
desires position with agency. Ex- 
perienced, versatile, congenial. An 
“Idea Girl” with all-around trade 
and consumer background. Adept 
at copy-slanting for diversified media. 
Box 4953, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 111. 


Advertising Age, July 24 14 


POSITIONS WANTED 
Industrial Editor and Cop yw 
Experienced both dealer a, 
ployee house organs, also dire, 
and trade journal ads. Ve 
personable, energetic, Chicag 

Box 4950, ADVERTISING A 

100 E. Ohio St., Chicago 11. 

INDUSTRIAL ADVERTIsI> 

MANAGER 
Experienced in all stages of 
ning, preparation and pro 
Organized and set up complet, 
gram for firm I am now with ne 
of our salesmen wrote me, “| | 
to tell you that almost every ; P 
I've called on wants to know he 
our advertising man is. I reme>), 
back a few years ago when 1'q 
tion the - Company, m: 
packer would say ‘who is the 
Company!’ They don’t say tha 
more,’ Let me call and show 
how I can make your adverti-), 
dollars build good-will and sale. ¢,; 
your company. Age 31, marricd 
children, 4-F in draft, own ho; 
Northwest Chicago suburb. 

Box 4915, ADVERTISING AG 

100 E. Ohio St., Chicago 11, | 

4-A COPY & PLAN MAN 

Too old to worry about post-wa; 
opportunity—but if salary is big 
enough—a retired agency pla & 
copy man will take Chicago agene, 
job for duration. 25 years’ experi. 
ence with nat’l, retail, financia) 
farm & industrial copy. Strong 0, 
Institutional. 4A references, CGop4 
health. 

Box 4951, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 1)! 
EXECUTIVE SALESMAN—My pres. 
ent job as Sales Manager for a sma} 
firm doing a nation-wide business 
was earned by hard work and an ex- 
cellent personal selling record jp 
New York and New England. This. 
plus twelve years’ experience in sel]. 
ing, advertising and sales promotion 
is offered for a topnotch selling job 

36. Married. 

Box 4952, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. y 
ART DIRECTOR, young, superior 
layout ability, creative promotiona] 
ideas, widely experienced with bet- 
ter eastern stores, agencies. Wants 
contact in Los Angeles. 

Box 4949, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I! 


er, 


er 


Rickerd Closes Agency, 
Joins Zimmer-Keller 


C. E. Rickerd, formerly presi- 
dent of his own agency, has dis- 
solved his organization to join 
Zimmer-Keller, Inc., Detroit, in 
an executive capacity. He was at 
one time assistant advertising 
manager for Chevrolet Motor 


tising for Standard Accident In- 
surance Company. Detroit. 


Hyster Changes Name 


Willamette Hyster Company, 
Portland, Ore., and Peoria, III, 
manufacturer of winches, cranes, 
hoists and lift trucks, has _ short- 
ened its firm name to Hyster Com- 


Company, and director of adver-| pany. 
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Advertising Age, July 24, 1944 


Wac Copy Stays 
in Newspapers; 
NAB Fights On 


Vashington, D. C., July 20.— 
Radio industry resentment stem- 
ming from reports that the $5,000,- 
900 Wace recruiting campaign will 
operate exclusively in newspapers 
for the next four months was of- 
fic ally recognized here today when 
the OWI radio bureau declared 
th it could not ask stations to 
contribute Wac announcements for 
“at a time when 
is concurrently 


the campaign 
newspaper space 
being purchased.” 

Withholding of Wac material 
fr the station announcement 
packet was not to be interpreted 


' as official opposition to the War 


Department policy, Radio Bureau 
Chief George P. Ludlum explained, 
but was directly related to the bu- 
reau’s policy of allocating facilities 
according to the need and urgency 
of the campaign. 

According to Mr. Ludlum, radio 
bureau facilities are allocated with 
the single consideration of how 
they will do the most good. So 
long as the War Department con- 
siders that the war recruiting pro- 
gram will be adequately handled 
in newspapers, “radio facilities 
which have been voluntarily con- 
tributed might more properly be 
used in behalf of government cam- 
paigns which do not have the ben- 
efit of such financial support.” 


Surveys Radio Facilities 


Aware that Young & Rubicam | 


and the War Department had 
agreed to use only newspaper 
space at least until Oct. 1, NAB 
today began a survey of avail- 
able radio facilities, in prepara- 
tion for renewal of its fight for 
a slice of the Wac fund later in 
the year. 

i In a letter to broadcasters, Lewis 
H. Avery, NAB director of broad- 
cast advertising warned that ‘“Ne- 


megotiations have reached a point 


where NAB needs some definite 
Manswers from the broadcasting in- 
iy dustry.” He asked how many sta- 
‘tions would be willing to accept 
sWac ads, and what time they 
would have available. 

Mr. Avery explained that NAB 
'was gathering the information ‘to 
expedite the presentation on be- 
half of the broadcasting industry.” 
‘He promised that NAB did not 
seek to supplant station repre- 
sentatives, or to get any sales 
commission. To amplify this point, 
he advised stations to send copies 
: their replies to their representa- 
Ives, 

At the War Department here, 
the fuss over the Wac campaign 


was apparently resented. Col. J. 
Noel Macy, spokesman for the 
Waes, and in private life president 
{ WFAS, White Plains, N. Y., 


said that money was going into 
newspapers at this time because 
he War Department was anxious 
0 get the campaign under way as 
juickly as possible. 


Not Prepared for Radio 


en the money became avail- 
‘dle’ he pointed out, the agency 
repared to place the news- 
advertising, but no prepara- 


i 


tions had been made for radio. 
Acting on the recommendation of 
its agency, the War Department 
approved the plan, which provides 
for quarter page ads in 1,800 
newspapers. 

The campaign “isn’t a fixed and 
frozen thing,” Col. Macy asserted, 
and it does not represent a “com- 
plete and total plan.” 

Whatever the War Department 
explanation, OWI’s radio bureau 
followed a precedent adopted more 
than a year ago when ODT an- 
nouncements were curtailed be- 
cause the railroads refused to buy 
radio time, at the same time that 
they were using other media. A 
recent estimate showed that 400 
radio stations have already con- 


ments .to the Wacs. The same sta- 
tions have given 1,405 one-minute 
announcements; 250 10-minute 
shows; 2,630 15-minute, and 120 
30-minute. 

Early in the week, John Hymes, 
station relations chief, sent a spe- 
cial memorandum to OWI regional 
radio station relations officers and 
station consultants, reporting that 
the bureau did not anticipate 
scheduling any OWI allocations 
for Wac recruiting on any of the 
radio facilities, a position which 
was somewhat modified today, to 
cover only the station announce- 
ment plan. Though the bureau 
would not ask stations to give time 
for the Wacs, Mr. Hymes said, in- 
dividual stations should feel free 


Army public relations officers as 
they wished. 


McCann Outdoor Adds 2 


T. F. Willrath has rejoined Mc- 
Cann -Erickson, New York, as 
assistant manager of the outdoor 
division of the media department, 
and E. M. Weinlandt, formerly 
with the New York Journal- 
American, has also joined the out- 
door division. 


Barrett Joins Owen 

George Barrett, formerly with 
Abbott Kimball Company, New 
York, has been appointed produc- 
tion manager of John H. Owen, 


57 
GM Transfers Pierce 


Frank R. Pierce, formerly De- 
troit office manager of the General 
Motors public relations depart- 
ment, has been appointed to the 
company’s personnel staff. John E. 
Johnson, director of training serv- 
ice of GM’s war products depart- 
ment, will succeed Mr. Pierce. 


Kieran Jr. Joins NBC 


John Kieran Jr., recently dis- 
charged from the Army after be- 
ing awarded the Purple Heart and 
the Infantry Combat Badge, has 
joined the NBC information bu- 
reau as a junior correspondent. 
He is the son of the noted “Infor- 


after, lady, yuh bet-| 


"cep tuned to WF DF 
’ len t.?? 
A 


tributed 27,610 spot announce-!to grant such requests from local|Inc., New York agency. mation Please” program expert. 


Buyer / NATIONAL AND LOCAL 


Should Know What 


PRINTING PRODUCTS CORPORATION 
Can Do For Them 
Equipment and Organization is unusual Operation is Day and Night. 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations, 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, e 
such as Booklets, Price Lists, Flyers. House Organs, Convention Dailies, Proceed- 
ings of Conventions, Directories, College and Institutional Year Books, Paper 

Covered Books, Larger Quantities of Circulars, ete. New Display Type 


for all printing orders. 


HERE is a large volume of the kind of printing Printing Prod- 

ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 
tion will be promptly given. 


Clean Linotype, 
Monotype and Ludlow type- 
setting. 

Here is complete equipment and organization to handle all or any 
art of printing orders in which we specialize — from ILLUSTRA- 


IONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


All Standard Faces 
of type and special faces, if 
desired. 


Good Presswork — 


Business methods and financial standing are the best, which state- 
one or more colors. 


ment is supported by customers, supply houses, credit agencies, First 
National Bank of Chicago and other banks. Dun & Bradstreet, Inc., 
rates Printing Products Corporation and associates over $1,000,000 highest 


Facilities for Binding 
standing. 


as fast as the presses print. 


PROPER QUALITY 


because of up-to-date equipment and best workmen. 
QUICK DELIVERY 


because of automatic machinery and day and night operation. 


Mailing and Delivery 
service as fast as copies are 
completed. 
RIGHT PRICE e 

because of superior facilities and efficient management. 
A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


A printing connection with a large, reliable printing establishment will 
save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


Frunting Froducls Corpordlion 


(THE FORMER ROGERS & HALL COMPANY) 


LUTHER C. ROGERS H. J. WHITCOMB 
Chairman and P RI NTER S PECIALISTS Vice-President and 
Management Advisor Assistant Director of 
. PR . Sales 
at See Artists « Engravers ¢ Electrotypers 
Assistant Chairman " . L. C, HOPPE 
and Managing Director Telephone Wabash 3380—Local and Long Distance Secretary 


A, R. SCHULZ 
President and 
Director of Sales 


POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS — W. ©. FREELAND 
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Pabst ‘Entirely 
Satisfied’ with 
Contest Results 


(Continued from Page 1) 


reaction favorable to our entire 
industry. 

“Whether it sells beer or not is 
incidental. That wasn’t our pur- 
pose. It was to mark the hun- 
dredth anniversary of the found- 
ing of the Pabst business by mak- 
ing a real contribution to the 
nation. Any other advantages, or 
disadvantages, are collateral.” 

Copies of the 17 winning plans, 
in booklet form, have been sent to 
government officials for study and 
have been offered without charge 
to any agency, public or private, 
which is concerned with postwar 
employment planning. Requests 
from these and other sources since 
the awards were announced May 
17 have exhausted the first print- 
ing of 100,000 copies of the 88- 


| page 
|into the hundreds daily are being 


volume. Requests running 
met from a second, smaller print- 


ing. 
Single Ad Run 


Only “merchandising” of the 
Pabst competition, beyond the 
booklet which briefly describes the 
story of the awards, was the an- 
nouncement copy which the brew- 
ing company ran in 175 newspa- 
pers of 145 major markets, in 
Newsweek, Time and _ United 
States News, in its regular list of 
trade publications and on the May 
20 broadcast of the CBS network 
show, “Blue Ribbon Town.” On 
that particular broadcast, George 
V. Denny Jr.. moderator of 
“America’s Town Meeting of the 
Air,” who acted as secretary of 
the Pabst awards committee, in- 
terviewed the $25,000 first prize 
winner, Herbert Stein, chief of the 
WPB economic analysis section. 

Beyond this “single insertion” 
in the various media, there will be 
no more advertising of the awards, 
Mr. Morris said. But the company 
can count on increasing circulation 
of the awards booklet, and possi- 


ble future use of plans suggested | 


by other competitors, to keep on 
building good will. 

Pabst put up the funds for the 
actual awards, and paid for the 
administrative machinery. It left 
the actual administration and 
judging to outsiders. Total cost, 
including the awards, is estimated 
roughly at $100,000, with neces- 
sary funds diverted from other 
advertising budgets. This is ex- 
clusive of publication advertising 
in connection with the contest. 


Agency Helps Out 


The company announced the 
competition last Dec. 1, with Pabst 
executives and the agency, War- 
wick & Legler, New York, collabo- 
rating on the plans. Company 
thinking behind the awards is 
expressed in the booklet in a joint 
statement by Fred Pabst, chair- 
man of the board, and Harris 
Perlstein, president. Pabst dis- 
carded the ordinary means of ob- 
serving a business anniversary, 
they explain, in favor of an at- 
tempt to celebrate the centennial 
“by making a real and significant 
contribution to the nation which 
made possible our growth from a 
tiny brewery on a hill in Milwau- 


How Happiness 


came to 


Muhammed the Miserable 


Harken to a tale of Bagdad-on-the-Cuya- 
hoga, which is called Cleveland. There 
dwelt in that wealthy city one Muham- 
med, a merchant disconsolate. The peo- 
ple shunned his shop as the bulbul flies 
from winter. Convinced that his unsought 
wares would turn to dust, he took des- 
perate measures. 


iii 


Before dawn he crept to the banks of the 
Cuyahoga, thinking to drown his sorrows 
and himself. But, gazing into the swirl- 
ing depths of the river, he espied a bottle 
of strange design. He studied its curious 
seal—a cunningly intertwined monogram 


of the letters W and H and K. 
- 


jinni, 
He opened 


ward? Speak 


. and instantly there poured forth a 
cloud of enchanted power and from it 
came a voice crying, “Salaam, O Master! 
Thou hast set me free. I am a powerful 
What wouldst thou have as re- 


— and it shall be yours.” 


Long the merchant pondered; and made 
“I wish, O Jinni, only 


this humble plea: 


that my store should prosper.” 
Why don’t you ask 
Here. then, is the secret 
Speak of your wares to the 
people over WHK. Never did Suleiman 
himself command such potent magic!” 


the jinni, “Holy cats! 
me a hard one? 
of SUCCESS: 


Quoth 


Because it sold goods before the war 
. .. and is selling them now . . . and 
will sell after the war — 


RETAILERS’ CHOICE 
Represented by Paul H. Raymer Co. 


United Broadcasting Co., Operators of WHK- 
WCLE, Cleveland; WHKC, Columbus 


1S 


IN CLEVELAND" 
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conclusion. There is an_ inner/|of question about the rules. 
drive, a vigorous enterprise, and a|than 150,000 requests for 


people which should be focused on} personal visit. 

this problem. A program aimed 

at stimulating individual American Judges Interpret Rules 
thinking on this- vital subject 


way of life. . .” a blind contestant, 


Closing date for entries was| Braille. 
from manuscripts identified by | itself. 


Dr. Clarence Dykstra, president,!|an associate. 


|Beardsley Ruml, treasurer, R. H.| 
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DISPLAYS FOR EMPLOYES—To show its own workers the actual selling interest r 
of garments they make, Munsingwear, Inc., Minneapolis, is using two window 
displays, changed each month, in the recreation room at the entrance to the mic ex 
Employes’ Service Store." . 
0 
kee in 1844 to an enterprise of; Macy & Co., and chairman, Fed- W 
international importance 100 years} eral Reserve Bank of New York: J spons 
later. and A. F. Whitney, president, oot 
“Our foremost job remains to| Brotherhood of Railroad Train- 
speed the day of victory, but we|men. Judges were aided by fac- 
know that winning the war must|ulty members of Columbia Uni- § Every 
be followed by winning the peace.|versity’s economics department. fhhree tim 
Postwar employment is one of the Pabst set up a special staff in New fparate 
greatest problems which our coun-| York to handle details of mail, FVhen it 
try will have to face at the war’s|including every kind and variety Mpreed u 


More @rehensiv 


rule 


The judges decided on interpre- 
seemed a worth-while expression | tation of the contest rules. Though Mfroe Alk 
of our appreciation of the oppor-/| all plans were to be submitted in 
tunities afforded by the American) English, they accepted one from 
written 


s [B-year-o 
basic intelligence in the American | were received by mail, phone and 


f $10,000 
Prling, g 
ousing 

rizes we 
varded © 


thority 
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in @The avs 
Memphis wanted to sub- Be judg 
Feb. 7, with final selections made| mit a plan in behalf of the city 


bonsor hi 


One writer asked the right IRtition b: 
number only, by the four judges,|to offer a plan posthumously for 
Another asked con- 
University of Wisconsin; Dr. Wes-| sideration while his final citizen-BRize 
ley C. Mitchell, professor of eco-| ship papers were being held up. A 
nomics, Columbia University;|third asked permission to use ; 
pseudonym because he expected 
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ee *® SALUTE TO 
This great company; a neweomer to Peoria 


heavy material handling eqdipment. 


“EB” to which two stars have been added. 


NO RE-CONVERSION 


Typical of most Peoria industries, The Willamette Hyster 
Company will not have a large reconversion problem when the 
war ends. Types of equipment that now supply the armed 
forces will again meet the heavy lifting and hauling require- 
ments of industry. The large percentage of HYSTER production 
which is now sub-contracted can be absorbed by this company 
to maintain its present level of employment. 


Highly paid industrial workers and prosperous rural dwellers 
of PeoriArea constitute a rich market now and a stable and 
profitable market after the war. Reach this important PeoriArea 


market of 600,000 persons in 16-heart-of-Illinois 


cornbelt counties over radio station WMBD. 
FREE AND PETERS INC 


Netionel Representatives | 


| PEORIA BROADCASTING COMPANY, PEORIA, ILLIN 


an amating ting of cranes, Mit tracks an! «oer 


Hundreds of Karty Kranes weve sent. to En oad 


Heavy Stuff. 


| 


WILLAMETTE HYSTER COMPANY 


Yl 


i 


war cargos throughout the world. Many pico of 
standard HYBSTER equipment sre used on Allied 
aircraft carriers to move planes, lift and bal 


The Willamette Hyster Company's contritution 
to the war effort has won for it the Army Nevy 
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25.000 first prize and didn’t 
- to buy his wife a mink coat. 
“Ten of the 17 major award win- 
were officially or semi-offi- 
connected with the govern- 
a first-blush surprise to the 
; and company, Mr. Morris 
The company took that fact 
commentary on the belief 
on in some quarters that 
nly loafers are in Washington 
vhen actually some of the coun- 
ry’s best brains are at work there. 
“Or all the entrants, from 200 to 
Bb) red complaints at the com- 
any because their plans failed to 
bet nto the select 17, and many 
halionged Pabst to submit their 
ugeestions—along with the win- 
hel for judgment. Columbia 
Iniversity was criticized for a 
ft-wing slant; the judges were 
ssailed; and the contest theme 
as condemned because the aver- 
se person, so the critics said, 
oulidn’t compete with an eco- 
bomic expert. There was editorial 
ritic:sm of some of the plans, but 
none at all of the company for 
he project it had undertaken. 
Pabst, which at no time planned 
) sponsor any plan, no matter 
ow good, stuck to its course. 


Each Entry Read 


Every entry was read at least 
ree times and many received 10 
parate readings and gradings. 
Jhen it was all over, the judges 
reed unanimously on the com- 
rehensive plan submitted by the 
B-year-old Stein. Second award 
f $10,000 went to Leon H. Key- 


prling, general. counsel, National 
ousing Agency, and 15 $1,000 
rizes were awarded. One was 


varded to a well-known adman: | 
roe Alderson, market research | 


thority formerly connected with 
rtis Publishing Company. 
The avalanche of plans delayed 
e judging, but the’ contest 
bonsor has a valid alibi: the com- 
bition brought the biggest public 
sponse to a major adult essay 
ntest in history. The Bok peace 
ize drew a total of 22,165 
tries; the Durant prohibition 
mtest, 23,230. The 35,767 Pabst 
tries of 2,000 words each, with 
pporting material sent in by a 
rd of the contestants, grossed 
000,000 words—or about 210 
umes of “Gone With the Wind.” 
than 6,000 G.I.s sent in 
tries, comprising the largest sin- 
P group. Men and women econ- 
hists and statisticians suggested 
pny plans. About 10% of the 
ries came from women, two of 
hom landed among the top 17. 
€ majority of groups identified 
postwar problem with their 
‘ticular interests. Plans which 
led to get the judges’ final nod 
luded construction of a six-lane 
nscontinental highway and a 
w York-Los Angeles subway. 
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" Sdirool: Kids 


S soon will be calling 25 million 
Nesters back to school. There they 
lean something more than 
vin. ritin’, and ’rithmetic. These 
' young minds are reaching out 
rasp. host of other ideas, ranging 
' eli vette, hygiene, and nutrition 
sine. economics. 


sider the teacher’s responsibility 
Properly guiding these fertile 
fs nsider her prestige and 
‘rity n the school, in the home, 
munity. You'll want her to 
it your high standards of 
ur products, your services. 


tory to teachers, and thus 
h and the homes of Amer- 
'n tate Teachers 
Hit} 

na fide 
S uldn’t 


in 42 


subscribers 


ia C. Rawson, Manager 
igan Avenue, 


ation of 42 state teachers 
magazines 


Magazines. | 


you like more de-| 


ET ACHERS MAGAZINES, Inc. 


Chicago 1, Il. 


While a number of the plans 
were too narrow in scope, the 
Pabst ad chief declared, the non- 


winners advanced many sound 
ideas. 
“The 18th plan, which didn’t 


win a cash prize, was probably a 
good one,” he said. ‘“‘We are now 
at work studying parts of the re- 
maining entries that offer good 
suggestions for individual indus- 
tries and fields. If there are any 
jewels like that around, and we 
believe there are, we want to dig 
them out.and make them public. 
It’s our obligation to do a thor- 
ough job, and publish all sound, 
constructive ideas that have been 
advanced. 

“One fundamental theme is in- 
cluded in all of the prize-winning 
plans, and goes almost through the 
entire entry list. These people, 
even the government men and 
women accused of swinging over 


to the left wing, still feel that the 
government’s chief function is to 
provide a healthy climate for pri- 
vate industry, for free enterprise 
to operate.” 


Gross Forms Agency 


Stanley S. Gross, for five years 
advertising manager of Altschul’s 
department store, Norfolk, Va., has 
opened his own advertising agency 
at 114 W. York St., Norfolk. He 
was previously with B. Altman & 
Co., Hearn’s, Macy’s and Bloom- 
ingdale’s, New York. 


Merry Joins Behr 


Arthur W. Merry, active for 20 
years in advertising and merchan- 
dising in Detroit and Cleveland, 
has joined Karl G. Behr Advertis- 
ing Agency, Detroit, as an account 
executive and head of the postwar 
planning department. 


Ayer Now Signs 
Ads of Eleven 


of Its Clients 


(Continued from Page 1) - 


way that artists and authors sign 
theirs, and thereby created con- 
siderable discussion in the adver- 
tising press last year. While many 
admen seemed to feel that the 
practice was wise, no other agency 
has thus far adopted the pro- 
cedure. 

The first use of the Ayer signa- 
ture in Magazine copy was in the 
Sept. 25, 1943, issue of The Satur- 
day Evening Post, in an advertise- 
ment for Webster-Eisenlohr cigars. 
First newspaper use was in copy 
for Regal shoes on Nov. 10, 1943. 

Other Ayer clients who have 
asked that the signature be used 
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on their advertising are Cliquot 
Club; Capeheart radio; Farnsworth 
Television and Radio Corporation; 
Cannon Mills; De Beers Consoli- 
dated Mines; Yardley & Co.; 
Comptometer Company and Stein- 
way & Sons. 


Trade Publication Wanted 


Established publishing firm would like to 
add another paper to its organization. 
Either with or without present ownership 
and personnel. More interested in field 
of paper covered than in success of 
paper itself. Would also entertain ideas 
for working with new publication in 
promising field. 


Box 4935, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


this murder? 


A seaman and several passengers from a sink- 
ing ship climbed aboard a raft that could hold 
only one person. To save his own life, the sailor threw 


p 


the passengers into the sea, where they drowned. Was 


q 


WAS THIS MURDER? 


Warren and Dudley, swimming in the ocean 

after their ship had sunk, both caught hold of 
a floating plank large enough to keep only one afloat. 
To save his own life, Warren kicked Dudley off the 
plank, and Dudley drowned. Was this murder? 


The passengers in a small boat,a@dgift at sea, 
becoming exhausted by hunger} dévided ‘to kill 
one of their number for food. They drew lots to select 
the victim and went ahead with their plan. Was this 


murder? 


| POINTS of criminal 


law, like those in the situations just outlined, are 


featured in “The District Attorney Asks”, 


a quiz- 


column appearing regularly in one of the Dell 


Detective Group magazines, This column appeals 


strongly to the nearly 3,000,000 readers of the 


Dell Detective Group, whose hobby is the tech- 


] on 


ANSWERS 


‘ysniig 0} Jurpso0s3e ‘sad ‘ MET 
JULIE “*S “) 0} Jurpsoooe ‘ony 


2? “SHA 


World's largest 
Agatha Christie, 


Rex Stout, 


nique of crime detection and law enforcement. 


This hobby interest cuts across all age and 


economic levels, and gives the Dell Detective 


Group a readership closely paralleling the urban 


male population of the nation. These readers pre- 


fer nationally advertised brands. Make them want 


yours — by advertising in Dell Detective Group. 


publisher of fact-detective magazines—and detective mystery 


Helen Reilly, Carter Dixon, 


DELL DETECTI VE GROUP 


DELL PUBLISHING COMPANY, INC., 149 Madison Avenue, New York 16, N. Y. 


books, featuring 


Ellery Queen and other noted writers 


-. 
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Orthwein to Compton 


David Orthwein, formerly of the 
Anfenger Advertising Agency, St. 
Louis, has joined Compton Adver- 
tising, New York, as an executive. 


fornia's Oldest and Largest Mfg. Groups. 
OPPORTUNITY UNLIMITED 


Must Be Thoroughly Experienced in All 
Phases of Merchandising Kitchen Utensils 


189 Magazines on 
Revised ‘Accepted’ 


soldier vote law may be distrib- 
uted at post exchanges, camp 
libraries and hospitals regardless 
of political content seemed only to 
intensify controversy raging here 
as to whether discrimination 
against a number of opinion jour- 


all, Senator Robert A. Taft, who 
has attacked the Army’s position 
as “unjustified by law” and “in 
some instances ridiculous.” 
Although the new list repre- 
sented tremendous expansion of 
the original 21 publications which 


In drawing up the current pre- 
ferred list, which is subject to 
revision, the War Department said 
it conducted “a scientific survey 
of soldier likings of magazines.” 
The survey was based on the ac- 
tual sampling of 17 Army posts 


veal what it considered “a reason- 


Col. Robert Cutler, administrator 
of the soldier vote law, indicated 
that about 2% was the accepted 
figure. Another Army spokesman 


4,000,000 Copies Overseas 


In releasing the list of 189 
magazines, 


commanders are free to accept 


Advertising Age, July » 
The Army was reluctant to re-| Toronto Ad Club 


Montreal. 


able number of preferences” but| Names Margaret Hu 


Margaret E. Hughes ha 
appointed executive secre 
the Advertising and Sales 


Toront: 


In 1943 she enli ; 
the women’s division of the RCaq 
in which she served unti 
the Army said that | Spring. 

The club has opened a 
other publications when a clear | executive office at 24 King Stree 
preference among the soldiers is | West. 


ted if 
thi 


ney 


the Army had approved, it became|said however that no absolute ceedi os 
. evident that the War Department’s | figure or percentage could be used J Gre th P 
WANTED iS or rmy efforts to close military reserva-| since types of magazines were not : - i 

tions to publications which have | comparable. 

SALES MANAGER not won its approval aroused a| The revised list of acceptable . Bghe . 
Controversy Rages storm which is far from over. publications contained 50 comic sunctiated mi 
To Promote National Sales of : magazines and such previously five yea t] 
NEW “CALIF. STYLED” Over Interpretation Political Opinions Cause Ban =| Jjishted journals as the Atlantic ry Sun ing 
£ Soldier Vote L According to the War Depart-/ Monthly and the American Mer- lille 
CAST ALUMINUM ° oldier Yote Law | ment interpretation of the soldier|cury, but other opinion journals Com P an Merman: 
KITCHEN UTENSIL LINE vote bill as amended by Senator/such as the Saturday Review of of Canada ay re will 
Washington, D. C., July 20.—| Taft, no publication containing po-| Literature, The Nation. and The later, with thiMont if 1 
e War Department release today of | litical opinions may be distributed| New Republic, were among the Canadian ivance 
; ‘ a list of 189 magazines which| through the army facilities unless | missing. Margaret E. Hughes Car Adverii; As its 
Live in So. Calif. Work for one of Cali- || 1. .Ger Army’s interpretation of the|it enjoys “soldier preference.” Compa, age 


Nationally. Write: nals constituted interference with| with a total population of 250,000 ee sn roe nr eee ee ae te 
Box 4941, ADVERTISING AGE freedom of the press. men; an analysis of sales at post Bes n publications. i that 4 
100 E. Ohio Street, Chicago II. Illinoi In the forefront of the discus-|exchanges; study of Army library|, Magazines on the Army list may Daniels to McCann anufact 
sh : —" * I| sions was the author of the Con-| reports, and publishers’ figures on|¢ distributed free to soldiers or} Draper Daniels, formerly of that 
gressional act which has caused it| subscriptions for soldiers overseas, | S0ld or made available under army | copy staff of Young & Rubicanf} tye 
° sponsorship, inside or outside of|a@nd previously with Morse Interfhic.4 w 
the United States. At present the | national and Vick Chemical Comf.. ;, ¢) 
‘ Army is sending 4,000,000 copies|P@%y, has been named a copfhey mod 
: of 21 of the publications to troops | 8TOUP head of McCann-Ericksomf terest j 
overseas. New York. sentatir 
In announcing the list, the War . . r ss_ the 
Department added assurance that} To ‘Marine Equipment’ ee w 
it does not interpret the law as Harold L. Stuart, associate Liverie 
preventing any individual soldier| with the advertising ‘business fi, cote. 
from subscribing to any magazine | fjfteen years, has joined the staff 
A that he wants or having it mailed|of Marine Equipment, Concre v 
. 2 to him by family or friends at} Publishing Corporation month) 
home, in accordance with his re-|as advertising representative Most 2 
quest. Ohio and western Pennsylvania, melieve tl 
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inted « 
ill have 
WI 
Well, | ray 
OVERSEAS ell, | guess we've ey, 
, h Inger of 
see 8 ung up another eir comy 
A seco1 
record, Honey. eal 
| rene nae PE ae ture, 1S 
Yes, and y to mai 
th the 
e,? 7 | 
. . » Most of Detroit’s boys in the it Ss going to be = t 
armed services — and there are . S..2 
about a quarter-million of them even higher Mavic 
—“grew up” with The News. For . ' a eont 
as long as most of them can re- this year. jor -pro. 
member, and in many cases before ere ,, 
that, The Detroit News has been Some ol 
a regular daily visitor to their ‘See ind. 
homes. § cold 
emphas 
It was natural, then, when these lson in 
. onversic 
men scattered overseas, that one of ae carn 
the things they wanted most was Reins 
the old HOME NEWSPAPER. But, ers fea 
getting newspapers from Detroit to the inc 
posts in far-away places regularly itive ac 
is no small problem. A more con- w entrar 
cise, speedy and economical lop if 
method of getting The News to rmitted | 
men in the combat zones was _ of 
needed to keep pace with quick . + ice T’ 
transfers. : pnd vor te model ot Sr morist Hay " (This Turon aver a oe 
stay strike: cate ORK comity 4, ¥ Defense Jureicjon wht €-Chairm 
: porters th 


The Detroit News solved this 
problem nearly a year ago with 
“THE NEWSETTE”. It’s a minia- 
ture copy of The News and is 
published each Sunday on a news 


‘MbIS @ record to increase. & goed State's FAaEP 
“come 213.2% for 1943 over '39. But that’s 


page. It is of convenient size for roles at Tet ene ot 331 tes me 
. . she . ca ® Ap m ® 4 for s mken Derr. clenty mett Leer ie His pres ON : : : 
clipping and mailing first class. against» (° emnploy®: tren, *™ ate, od pecat® a picnic lunch Tictor SVM ined DY nigh me fa ! sss i na 
ayo! © Jennie, in the CMBP aoor,  arter eating oursda be Pa 7 vitet juin Soyer . : 2 
. on the at Bob-t nospi shots’ screened vg er f 


‘ The Newsette has struck a re- 
Get: sponsive chord, not only with De- 


up only 128.3%. . . . WDAY is in the h 


ss . . m = : ’ F , 
's overseas “ ing, powers , + N. D.’s best f the fabulous Red F 
troit boys overseas, but with Detroit mor witiow Ra grwiah t0layout, Spe iP wa Ses ROLE burial ome, MS, Manin ON. oe | D arm area—t 
. . *. . s) = 
business and industrial establish- neo vecsees and Sade gravved OS 6 pear WO Sonnson - Robbe 
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ments, lodges and churches, several 
of which reprint the publication in 
quantities for distribution to their 
employees or members now in the 
services. 


Se pemands Den. ley. That’s why WDAY’s listeners have 


Navel Cort Hue 
sation ** Cut 


Thus, The Detroit News found still 
another way to serve not only men over- 
seas but their relatives and friends at 
home, as well, 


ymor 


| | Detroit News 
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[Muto Makers’ ‘No’ 
‘Wo WPB Not Taken 
il Face Value 


ré 
P - 
. Continued from Page 1) 
‘| ent that industry can do no 
{PAjanning for peace until its war 
1s done, warned “that when 
ny is knocked to her knees 
| have been less than pru- 
f we have not done as much 
rance planning as possible.” 
Wm As its contribution towards ad- 
N ance planning WPB sent repre- 
Mntatives to the meeting prepared 


‘AMM, offer materials for the construc- 
thon of postwar models, and to 

rant permission for the industry 
NeW, order machine tools and com- 


tree nents for delivery on ‘“X-Day.” 
he government was also ready to 
lk in terms of production quotas 
, that resumption of automobile 
ts anufacturing could be mapped 
Tt thgfut. 
icam™ The industry completely sur- 
inter#-ised WPB by turning its shoul- 
Comffer to the offer of materials for 
COpMew models. Though it expressed 
“ksonfh}terest in new machine tools, rep- 
sentatives were unwilling to dis- 
ss the so-called “blue order” 


t’ hich would have enabled them 
_ |B place orders now for deferred 
Clate@eliveries of materials and com- 
SS folbnents. 

P staf 

nere Won’t Reveal Plans 

ynthly - 

‘ve i Most government officials now 


lieve that the apparent coolness 
as more for publication, than 
nuine. For one thing, it is 
yinted out, automobile makers 
ill have the benefits of all of 
ese WPB_ reconversion steps, 
lyway, and by not discussing 
em they save themselves the 
inger of revealing their plans to 
eir competitors. 
A second consideration, which 
cials believe enters into the 
ture, is the desire of the indus- 
nd y to maintain favorable relations 


ania, 


ba cold to any reconversion plan- 

ig. In addition to providing 
br contracts, it is pointed out, 
services control renegotiation 
d contract termination, two 
hjor problems facing the indus- 


er 
! 


Saome observers also professed 
j see indications that the indus- 
’s cold shoulder was presented 
emphasize its dislike for the 
lson insistence on piecemeal 
onversion, rather than simulta- 
pus reconversion of entire in- 
stries. Automobile manufac- 
ers fear that drastic changes 
; the industry—including com- 
waive advantages for possible 
aN w entrants into the field—may 
Seeclop if civilian production is 
, See mitted bit by bit, as plants are 
| ared of war work. 

Owever, after the listless con- 
ence, L. R. Boulware, WPB 
e-chairman for operations, told 
Porters that “it would be utterly 


a aN 
qe > 
W 

Ls, Willer 
Bt ilohings 


(@ 


ae) 


To-Cngravers 


Chicago— 


th the Army and Navy, ‘which+ 


hopeless to think that all compa- 
nies could start at the same time.” 


Auto Men on Own 


In announcing the results, or 
lack of results of the meeting, 
WPB took special care to_ make 
clear that no government action 
would coerce auto makers into 
marketing 1942 models when war 
work stops. “The authorization to 
produce experimental models re- 
moves speculation as to whether 
or not automobile makers would 
be required to produce on recon- 
version the exact types cf cars 
being made at the time production 
was stopped,” the statement said. 
Auto industry representatives 
were pictured also as worried lest 
jetailed planning now would have 
to be discarded later, but Mr. 
Boulware insisted the meeting was 
naking no effort to blueprint the 
vhole future of automobile pro- 
luction, but was simply putting at 
he disposal of the automobile 
nakers such facilities and aids in 
he way of postwar preparations 
s are within the province of 
NPB. 

When industry representatives 
remained adamant in their unwill- 


ingness to discuss plans for recon- 

| version, WPB put away its esti- 
|mates of production quotas, and 
| their related supply problems, and 
| the entire problem was left to the 
auto makers. This solution, it is 
believed, will be popular in De- 
troit, for it is now assumed that 
auto makers want the govern- 
ment, with its attendant publicity, 
| to stay entirely out of their recon- 
version picture. 


| pikmin 
WJR Puts Ban on 
Middle Plug in 


All Newscasts 


Detroit, July 19.—Leo J. Fitz- 
patrick, vice-president and gen- 
|eral manager of WJR, made news 
on the radio news front twice 
within the past week—once when 
he announced that middle com- 
mercials would be banned on all 
sponsored newscasts on WJR after 
Sept. 1, and a couple of days later 
when he cancelled the station’s 
contract with Press Association, 
Inc., radio affiliate of Associated 
Press, after PA reportedly decided 


to withhold certain local news 
items from the radio wire. 
Detroit area news gathered by 
the Free Press, AP member, will 
no longer be released for distribu- 


ition to Detroit radio stations, al- 


though it will continue to be avail- 
able outside the Detroit area. 
“While this matter now is rela- 
tively unimportant to WJR,” Mr. 
Fitzpatrick commented, “it could 
be a major threat to the dissemi- 
nation of news by the entire radio 
industry.” 

On the subject of middle com- 
mercials on sponsored newscasts, 
the station head said: ‘We must 
do all we can to present all news- 
casts in good taste and with all 
the dignity we can manage. m 
One step in the right direction is 
the cutting out of the middle com- 
mercials and holding to opening 
and closing announcements. Too 
many times newscasters have 
teased an anxious public by inter- 
rupting their accounts of important 
happenings with the reading of 
commercials. 

“IT am convinced that the time 
has come when the middle news- 
cast commercial does more damage 
than good to advertisers. People 
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loudly condemn some advertisers 
who have been indiscreet not only 
in timing the commercial, but in 
the subject matter as well.” 


THERE 1S A 
GO} s/én 
IN DIESEL 


This alert field is going into great- 
er volume as the months go by. 


Go) 
6 


Is your equipment going to share 
with Diesel Progress this ready 
made market? 


Complete coverage of 
a big new market 
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O., Banker Cahill 


last year. 


Fianklin 5854 


Of Capper’s Farmer subscription list at Georgetown, 


operating good farms. Example: J. F. Gesewind 
(above), subscriber to Capper’s Farmer, and son 
Bob (on tractor). 
field they are working yielded them $1140.00 in cash 


knows 95% to be practical farmers 


Of his 340 acre farm this 10 acre 


of 


When the cashier of the Georgetown (Ohio) bank saw who was reading Capper’s Farmer in his community, he said: 


ere's 0 buuch 


bigh class farmers: 


Wayne Cahill, Cashier, Peoples 
National Bank, Georgetown, Ohio 


4 


Bankers know the farmers in their community. 


Show a mid-American rural banker his list of 
readers of Capper’s Farmer and, in effect, he 


will say with Georgetown’s Cashier Cahill— 


“There’s a bunch of high-class farmers!” 


Capper’s Farmer has attracted more than 
1,200,000 such farmers as readers by the 
kind of editorial matter it publishes. It tells 
its readers how other farmers, like themselves, 


have saved labor or made more money by 


using better farming ideas. This, the practical 


farmer loves! 


 €CAPPER’S FARMER 


The ONE National Farm Magazine that Speaks the Farmer’s Language 
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en Congress will fix that 


“The Ways and Means Committee favors that 
bill. The latest PATHFINDER says so.” President 
Maxfield of Rockville National is sure of his 


facts. He’s watched and checked PATHFINDER’S 


“Under the Dome” for years—believes it the / | | WORKE 


touch w 


invasion 


timeliest, most accurate inside news feature Y se lastow 


produced in Washington. 
And President Maxfield is just one of a multi- 
tude. Throughout rural town and small city 


America, business men read PATHFINDER for 


reports that guide their own planning. They 


respect it, too, for its consistent championing of 
traditional Americanism, sturdy ideals and pri- 
vate enterprise. America’s oldest news weekly 
has an ardently loyal following among people 


who count in the smaller communities. 


ost to Se 
ges on # 


The new PATHFINDER is brilliantly written, 
editorially vigorous, and splendidly printed. It 
is growing even today, and an enormous increase 
in circulation only awaits the lifting of paper 
restrictions. Many national advertisers are using 
PATHFINDER to take their messages straight down 
Main Street. That’s where more than half of our 
retail stores are located—and it’s America’s largest 


market for consumers’ goods. Space in PATHFINDER 


is an exceptionally good advertising investment. 


PATHFINDER BLDG. 
WASHINGTON, D.C. 


GRAHAM PATTERSON, Publisher 


ADVERTISING OFFICES: 


Philadelphia, 230 West Washington Square « New York, 420 Lexington Aen . 
Chicago, 180 North Michigan Ave. . Detroit, General Motors Be ‘din 
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PHOTOGRAPHIC REVIEW "= 


WORKERS WATCH PROGRESS—Ford Motor Co. workers are being kept in 
touch with the Progress of the invasion by means of this 19-foot map. The 
invasion coast is outlined in black felt, with towns indicated by labels of 
various sizes according to their importance. The map is flanked by action 


photos which are changed from day to day. 
Sa 
Y 


FELEY SALUTES—Keeley Brewing Co. salutes Chicago—'America's No. | 

ost to Service Men'’—via 16-foot high animated displays in the Loop. Mes- 

ges on the small board are changed on a monthly basis. Salem N. Baskin 
Advertising Agency handles the account. 
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“PY-CO-PAY i a 


\PLENTY—Wartime services of U. S. dentists are praised in a‘ new 
fe pages launched last week by Pycope, Inc., Jersey City. Cecil & 
»sbrey, New York, handles the account. (Story on Page 40.) 


Bu idin 


On 


POSTWAR PLANNERS—Two new addi- 
tions to the editorial staff of Cosmo- 
politan magazine, appointed to imple- 
ment the magazine's postwar plans im- 
mediately, talk over their new jobs: 
Paul MacNamara (left), former pro- 
motion executive of the magazine, who 
has been named special feature edi- 
tor, and Paul Gallico, internationally 
known writer, reporter and lecturer, 


who has been appointed European edi- 
tor and war correspondent. 


J. & J. BABY LOTION—Johnson & 
Johnson, New Brunswick, N. J., in in- 
troducing, a new baby antiseptic lotion, 
scheduled full-page, four-color adver- 
tisements in four drug papers, the first 
of which appeared in Drug Topics. Il- 
lustrated in one corner of the adver- 
tisement is a counter display designed 
to help dealers promote the new prod- 
uct. Young & Rubicam, New York, is 
the agency handling the account. 


GO ON EXHIBIT—Here are two of the I! original James Sessions watercolors, 
“Underwater Exploit'’ and "Joe Foss Downs Another,” marking two of the 
high spots in U. S. naval history in this war. Following a highly successful 
(Story 


Louisville exhibit, the paintings are scheduled for a countrywide tour. 
on Page 31.) 


iin Aina 


PATRIOTIC THEMES—Expanding its advertising program, Hart Schaffner & 

Marx, Chicago, will use these waste paper salvage and 6th War Loan appeals 

in a new magazine campaign breaking in September issues. BBDO is the agency. 
(Story on Page 45.) 


PICKING THE WINNERS—A committee of magazine men picked Cleveland and Cincinnati as winners of a $100 war bond 
and Canton as winner of a $25 war bond, in the annual city-wide contest promoted by National Father's Day Council. The 
judges, behind the table, are: Fred Wille, Saturday Evening Post; Wm. W. Quatrel, Men's Wear; Mark Sloman, Men's Ap- 


parel Reporter; 


Dennis Regan, Collier's; 


J. Curtis, Esquire; J. R. Reiss, Life; Warren Mayers, Look. The Father's Day 


Council officers are (seated), Sylvan Cole, chairman of the 1945 campaign; George G. Goldie, chairman of the council 


Alvin Austin, executive director. 


Standing: |. Immerman, secretary, and Wm. D. McNeil, treasurer. 
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Generations of babies, yet unborn, were to benefit from the great discoveries which Pasteur’s reading led t 


What he READ he never forgot... 
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«| so babies are safe today: 


‘Tas YEAR is 1842 ... The 
man is a shy, quiet, unknown 
young student at the Sorbonne 
—by name Louis Pasteur. 


He spends most of his leisure hours in the library. 
He pores tirelessly over books of science and lives of 
great men. One day he comes upon a single passage 
...a few words in a book which posed a question 
that tormented him forever after. 


What is it that causes plagues, fevers, 
pestilence? Why do men fall sick and die? 


Suddenly young Pasteur felt a burning desire to find 
the key to this puzzle which, through all the centuries 
of human history, no man had solved. 


He set off on the quest which led to one startling 
discovery after another ... and in the end he found 
the answer. \ 


Louis Pasteur was the first to detect the nature of 
germs—the first to trace the role of microbes in sow- 
ing sickness and death among mankind. 


He was a pioneer in vaccines. He perfected the 
sterilization process used today in the pasteurization 
of milk, and so, played a profound part in reducing 


infant mortality. Because, long ago, Louis Pasteur 
loved books, millions of babies are safe today! 


: 7 7 


As A STUDENT, Pasteur never lost his belief in the value 
of reading. As a teacher, he strove to make scientific prob- 
lems interesting in words that were few and simple. 


So, too, The American Weekly, has sought ways to make 
all subjects—history, science, religion, or human relations 
—simple, vivid and understandable for all. 

Because it has succeeded—because it appeals to so many— 
this great magazine now goes each week into more than 
7,750,000 homes through twenty great Sunday newspapers, 
where its fascinating pages stimulate and expand the price- 
less habit of reading in old and young. 


Greatest 
Circulation 
in the World 


In words and pictures that stir the deepest springs of 
human thought and emotion ...in terms NOT of fiction but 
of actual people... it tells its fascinating tales of love and 
romance, of mystery and adventure. Its stories are true— 
living, breathing, human documents—they grip the imagi- 
nation of millions every week. 

Often it has been the first publication of large circulation 
to bring before the people the great hope-giving discoveries 
of medicine and science. 


Who can measure the impact of such a magazine. . . ex- 
erted week after week . . . upon so large a segment of the 
American population? 

The manufacturer who presents his products or his com- 


pany to this enormous reading audience is using the greatest 
force known in advertising. 


THEAMERICAN 


== SAWEEKUY 


“The Nation’s Reading Habit’’ 


Main Office: 959. E1GHTH AVENUE, NEW YORK 19, N. Y. 


Branch Offices: HEARST BLDG... CHICAGO 6 


GENERAL MOTORS BLDC... DETROIT 2... 10! MARIETTA ST., ATLANTA 3 


5 WINTHROP SQUARE, BOSTON 6... ARCADE BLDC... ST. LOUIS | 


HANNA BLDG., CLEVELAND 15 


EDISON BLDC. LOS ANCELES 13 HEARST BLDG. SAN FRANCISCO 3 
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